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NRLDA Exposition Special 


First, Most 
Complete 
Report 


CLINICS SHOW TREND TO 
BIG-TICKET PACKAGES 


Big Show 


With about 25% more space than 
the 1956 Exposition, this year’s show 
included the largest array of building 
products ever exhibited before an ex- 
clusive dealer audience. Nearly all 
clinics were filled to capacity. Al- 
though total attendance equaled last 
year’s Exposition, it was believed that 
dealer attendance was down slightly. 
The 1958 Exposition will be held in 
Chicago, Nov. 22-25. 


Unitized Lumber 


Packaged lumber was presented as 
absolutely necessary, but plagued with 
problems at the NRLDA Exposition. 
Representatives of the NRLDA and 
the lumber mills told dealers to join 
the current unitized lumber test pro- 
gram in order to solve some of the 
problems in packaged shipments. See 
page 44. 


New Retail Stores 


The popularity of retail merchandis- 
ing with new stores and showrooms 
was evidenced in the keen interest in 
the NRLDA model store on the Ex- 
position floor and by dealers who re- 
ported plans for new stores next year 

» American Lumberman editors. For 


details, see page 36 and 37. 


O'Malley Named President 

James C. O’Mal- 
ley, vice-president 
and general man- 
ager, O’Malley 
Lumber Co., 
Phoenix, Ariz., 
was elected presi- 
dent of NRLDA 
by the board of 
directors in Phil- 
adelphia. H. W. 
Blackstock, presi- 
dent, H. W. Blackstock Lumber Co., 
Seattle, Wash., is the newly-elected 
first vice-president 


O'Malley 


Better Management 

Two management clinics helped an- 
swer dealer problems involving better 
control of costs by lumber dealers. The 
current profit picture of attending 
dealers is not healthy, a special Ex- 
position survey showed, See page 44. 
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PHILADELPHIA Interest was 
high at the 1957 Exposition of the 
National Retail Lumber Dealers con- 
cerning all phases of “package’”’ selling. 

Clinics on merchandising, compo- 
nents, estimating, remodeling, land 
development and sales compensation 
all parts of the overall opportunity for 
dealer-control of new home sales and 
major modernization—pulled from 300 
to 600 dealers each. 

Also, the cash-and-carry clinic, one 
of the largest drawing cards, concen- 
trated mainly on dealer testimonials 
that a conventional service yard, us- 
ing the “building headquarters” con- 
cept, can successfully compete with 
cash-and-carry giants. 

Another aspect of big-ticket sales by 
dealers were the exhibits of steel- 
building frame manufacturers who 
are distributing through retail lumber 
dealers. 

Details of the above clinics are re- 
ported inside. See index at left. 


Pole-frame Sheds 


According to Exposition panel on 
lumber sheds and warehouse, pole- 
frame construction remains most pop- 
ular among dealers erected new lum- 
ber protection facilities. Also, elec- 
trically-operated lift trucks and ware- 
house trucks were demonstrated for 
the first time at this year’s show. Sex 
page 42. 





DHXTLOCK 


the only economy lock with 


all these features 


* Factory pre-assembled tie screws spare you the Pre-Assembled Tie Screws 
trouble of inserting them or the possibility of los- 
ing them. Pre-assembly at factory guarantees cor- 


rectly tapped tie rods. 


New, extra-easy removal of cylinder without 
tools. Simply remove lock from door, turn key 
180°, pull out cylinder and it’s ready for re- 


keying. 


True self-aligning latch prevents knobs from 
binding and assures fast, easy installation even 


if edge hole is bored out of line. 


Plus: Cylinder plug and case made from solid brass 
rod, not zinc die cast o1 powdered metal & Tie 
screws concealed by inside rose «, Interior parts are 
steel @& Exterior parts are solid brass, bronze o1 
aluminum @ Pin tumbler security 4 Standard or 
two tone finishes @& Tulip or rounded knob styles 
@ Functions for all residential needs «& Fits stand- 


ard Dexter boring. 











Self-Aligning Latch 


= 


EXTER, 


NO LOCK INSTALLS FASTER THAN A DEXTER 


Write for new Dexlock brochure. 


Counter displays for Dexter dealers. 


DEXTER LOCH DIVISI« Dexter Industries, Inc., Grand Rapids, Michigan 


In Canada: Dexter Lock Canada Ltd. — In Me r Locks, Plata Elegante, S.A. de C.V. 


Dexter Locks are also manufactured in Sydne a; Milan, Italy and Porto, Portugal. 
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TOASTED “V” GROOVE 
REDWOOD PLYWOOD 


Here’s one of the dramatic illustrations 
which will help sell Simpson Toasted 
“V” Groove rift grain redwood plywood 
in full color pages of America’s two 
greatest home magazines—Saturday Eve- 
ning Post and Better Homes & Gardens. 
These two magazines alone reach more 
than 10 million potential customers. 

Toasted ““V” groove redwood is easy to 
sell because it is one of the most beautiful 
planked panelings on the market, and it 
is low enough in cost for almost any 
family budget. 

Cash in on this tremendous Toasted 
a, ie groove redwood promotion appear- 
ing in consumer, architect and builder 
magazines. Make sure you have plenty of 
stock on hand, as well as Simpson’s other 
Toasted V-groove plywoods in fir, Philip- 
pine mahogany and knotty pine, when 
the promotion breaks . . . and make full 
use of the Simpson Toasted ““V” groove 
display kit. Remember . . . now’s the 
smart time to order your Simpson Toasted 
““V"* Groove redwood plywood paneling! 
Contact your jobber now! Regional Of- 
fices in New York, Cleveland, Chicago, 
Denver, Minneapolis, Memphis, Dallas, 
Los Angeles, Portland, Seattle. 


Random Plank 
Toasted 
“V"' Grooves F 
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Simpson Logging Company, Sales Office, 

Plywood & Doors, Room 702-B 

2301 N. Columbia Bivd., Portland 17, Oregon 

FREE Toasted "V" Groove Redwood sample together with Simpson's new 36-page booklet, 
“Manval on Finishing Plywood," which has 68 full-color finish illustrations plus decorating ideas 


and suggestions for the use of plywood in the home 
NAME 


ADDRESS 


PLYWOOD & DOOR PRODUCTS 


Yeu eoa rely on Simpson for a complete line of specialty plywoods and doors, 
plus Acovstical, Insulating Board amd Hardboard Products 


city 
PLEASE PRINT 
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Why Curtis New Londoner Doors 


are the easiest flush doors to sell 


No warping...no complaints 


Many low-quality flush doors warp and sag after installation. 
That means complaints from dissatisfied customers. But 
Curtis New Londoner doors do not give such trouble. Their 
patented, locked-in, all-wood core keeps them rigid under all 
conditions of humidity and temperature. 








The special beauty of matched-grain panels 


Extra care goes into the selection of face panels for Curtis New 
Londoner doors. The grain patterns of beautiful native woods 
are matched to provide actual pictures in wood. You can spot 
New Londoner quality at a glance. 











Curtis New Londoner doors have undergone almost unbeliev- 
able punishment in special, accelerated torlure tests in which 
the doors were slammed, banged with heavy weights and kept 
in steam cabinets for long periods of time. Every New Londoner 
door tested came through with flying colors—positive proof 
that these doors give lifetime service. 








All Curtis New Londoner hollow-core flush doors carry a guar- 
antee of quality. You'll find this guarantee a big help in selling. 

And to make door and window selling even easier for dealers, 
Curtis provides special door and window selector charts which 
show a wide variety of Curtis door and window styles and 
types at a glance. Another reason why it pays to be a Curtis 
Woodwork dealer! May we tell you more Curtis sales ad- 
vantages? 


r 
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CURTIS" 


CURTIS COMPANIES INCORPORATED, Clinton, lowa 
Clinton, lowa » Wausau, Wisconsin + Chicago, Illinois + Sioux City, lowa « Lincoln, 
Nebraska « Mi lis, Mi fa « New London, Wisconsin « Oconto, Wisconsin 
Sunt, Pennsylvania « Charlotte, North Carolina 
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Paint department need a shake-up 7 


Look at Lowe Brothers! Brand new packages! No other labels look so good... 


display so well ...sell so hard. National advertising! Seen by millions, and you get displays 
and merchandising aids for strong local tie-in. New products, color systems ... we just can’t 
list all Lowe benefits here. Get full facts from your Lowe Brothers distributor or write THE 


Lowe BrotHers Company, Dayton 2, Ohio 


LOWE BROTHERS 
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ADVERTISING MATERIALS AIDS IDENTIFICATION 
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NEWSCAST 


LATE AND IMPORTANT Developments of the Industry 


A GOLDEN OPPORTUNITY FOR DEALERS IS HOME REHABILITATION. 


Speaking at the final NRLDA luncheon at the Philadelphia Exposition, 
housing administrator Albert M. Cole told dealers that the wholesale rehabili- 
tation of older homes offers an excellent opportunity for dealers. 











He said that over 100,000 run-down dwellings have been earmarked for 
rehabilitation in 80 towns and cities. In addition, he said, rehabilitated 
housing is needed to supply at least part of the rehousing needs of families 
displaced by new highway projects. 


Cole warned that if this program is left to "irresponsible, high-pressure 
operators," disaster and disillusionment will result. 





UNIT-LOAD COMMITTEE TO CONSIDER 2-FT. PACKAGE. 


The McCracken 2-ft. lumber package system, which contains the possibilities 
of ordering, receiving and selling lumber by module bundles, is to be 
considered by NLMA-NRLDA unitized lumber committee. This is system created by 
Jim McCracken, lumber retailer from Leechburg, Pa. (Reprint that explains the 
System is available from A.L.) 





CONSTRUCTION OUTLAYS CONTINUE TO CLIMB. 


October construction outlays set a record for the month, the government 
reports, and it forecasts spending on building this year will reach $47 
billion, a 12th straight new annual high. The October outlays brought the total 
for the first 10 months of 1957 to $39.4 billion. The report predicted that 
based on the 10-month figure, spending for all of 1957 would wind up about $1 
billion above 1956. 





Outlays for private construction in October were a little better than $3 
billion, down from the $3.1 billion of September, but just barely ahead of 
October of last year. Spending for new dwelling units, after allowances for 
seasonal changes, continued the gradual advance that started last June, the 
report said. 





NEW HOME STARTS, HOWEVER, STRUGGLE TO KEEP PACE. 


Unit-wise, the 9-month total this year for home starts was 6% less than a 
year ago, despite general increase in dollar volume. Increased home building 
in recent months has been primarily confined to Southeastern, South Central 
and Southwest regions. 





NEW PLANS FOR LUMBER PROMOTION CAMPAIGN. 


The much discussed national merchandising-advertising program by National 
Lumber Manufacturers Association may get off the ground next year. At a Nov. 10 
meeting, a sub-committee was established for this purpose, headed by 
Latane Temple, Diboll, Texas. 











APPLIANCE DEALERS WARNED: GET INTO KITCHEN BUSINESS 


The future of the appliance industry, according to G. R. Brownback 
of General Electric, lies in the package kitchen business. He says 
that any dealer who doesn't go into the kitchen business will be out of 
business in five years. This spells great opportunity for retail lumber 
dealer who has installation know-how and the building materials necessary for 
complete kitchen package. (news continued on page 8) 
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BUILDING 
S&L Head Warns Industry 


Continued increases in home build- 
ing costs and prices could spell doom 
for a private, free-enterprise home 
building business, warns Roy M. Marr, 
savings and loan executive of Mem- 
phis, Tenn., current president of the 
U. S. Savings and Loan League. 

“Our $11,000 house in 1951 will cost 
$18,000 or more by the mid-1960’s,” he 
said. “I can’t see how people will be 
able or willing to pay the price for 
houses that will prevail then if the 
current inflation in cost continues.” 

Marr pointed out that we’ve virtual- 
ly exhausted possibility of lower down 
payments and that monthly payments 
are going higher so larger mortgages 
can be written. 

“Higher monthly payments are a 


strong deterrent to home buying, even 
if a family can put up a sizeable down 
payment,” he said. 

Marr called for industry-wide re- 
search into cutting building costs, by 
builders and dealers as well as by 
manufacturers. 


RETAILING 


Diamond Match Merger 

October 31 was completion day for 
the merger of The Diamond Match Co. 
with The Gardner Board & Carton Co. 
Diamond is a prominent operator of 
retail lumberyards on East and West 
coasts. 

The new Diamond Gardner Corp. has 
combined total assets of $141 million; 
23% of its $170 million sales volume 
(1956 basis) is in retail yards and 


stores, 13% in lumber production and 
mill sales. Currently operating are 
88 retail stores and lumberyards. 


Retail Lumber School Planned 

A two-week retail building supply 
institute, sponsored by the Carolina 
Lumber and Building Supply Associa- 
tion will be held Jan. 13-24 at North 
Carolina State College. The course will 
cover the fundamentals of modern re- 
tailing of lumber and building sup- 
plies. Enrollment is limited to 30. Ap- 
plications should be sent to the associ- 
ation offices at Charlotte, N. C. 


Volume Up, Profits Down 
Lumber dealers are not the only re- 
tailers with declining profits, accord- 
ing to the Controllers’ Congress of 
the National Retail Dry Goods Asso- 
(News continued on page 12) 
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“THE WAKEFIELD" above is one of 10 new designs which will be 


nationally promoted and merchandised. 


EXHIBIT AT NRLDA EXPOSITION included samples of dealer kit, 


model of ''Planning Headquarters" idea for stores. 


New Home Plan Kit for Lumber Dealers 


Ten new house designs, plus selling 
tools to aid dealers in promoting the 
homes, have been added to the selling 
ammunition of dealers using Lu-Re-Co 
system construction with their con- 
tractors. The new material was an- 
nounced at the Philadelphia NRLDA 
meeting. It is the result of cooperation 
between the Lumber Dealers Research 
Council, Douglas Fir Plywood Asso- 
ciation and the National Plan Service. 

“Lu-Re-Co has proved itself as a 
program and building system,” said 
W. E. Difford, plywood association 
chief. “These 10 designs by architect 
Chris Choate are highly adaptable to 
the system.” 


Wide style range. The 10 designs by 
architect Choate include a wide range 
of styles, large and small. While some 
are strikingly contemporary, the total 


3 


selection makes concession to wide 
taste range and includes traditional 
styles, too. 

Merchandising tools for dealer-use 
in selling the house plans to contrac- 
tors and consumers include (1) a set 
of 9%” x 14%” color transparencies 
of the homes’ exteriors for use in a 
lighted display unit; (2) a set of four- 
color 16-page catalogs showing ex- 
teriors and floor plans of each home; 
(3) “punch-out” four-color cardboard 
models of each house, for use as coun- 
ter displays; (4) ad mats, still photos 
for TV commercials, radio copy and 
other materials. 

The kit costs $12.50. It is available 
to Lu-Re-Co dealers through the Na- 
tional Plan Service. 


(See page 32 for more data on 
Lu-Re-Co ce: mponents. ) 


PLANNERS OF PLAN SERVICE for dealers: 
(1. to r.) A. J. Correns, National Plan 
Service; Walter Widmeyer, DPFA archi- 
tect; Chris Choate, A.I.A.; Howard J. 
Uebelhack, National Plan Service; and 
Dan B. Sedgwick, DFPA merchandising 
director. 
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For the sash you make or buy: 


use “‘PENNVERNON’’ 


not Just “window glass 








When you order glass for the window sash you make, 
or buy sash with glass already installed, be sure to look 
for the colorful Pennvernon label. It’s your assurance 
that vou are getting “window glass at its best.” 
Pennvernon has a brilliant, reflective surface with a 
finish that’s so smooth and even it resists the accumula- 
tion of dust and dirt, is easy to clean and resists scratch- 


ing. Its color is constant; it doesn’t fade or discolor. 


99% 


The next time you buy sash or glass be sure to ask 
for Pennvernon—and look for the distinctive, eye-catch- 
ing Pennvernon label. It’s vours—and your customers’— 
assurance that you are stocking the finest window glass 
available. 

For more information on Pennvernon Window Glass. 
write Pittsburgh Plate Glass Company, Room 7413 


632 Fort Duquesne Blvd., Pittsburgh 22, Pa 


Pennvernon Window Glass 


PAINTS - GLASS CHEMICALS 


G 
PiTTtTs BUR GC. 


BRUSHES 


PLATE 


PLASTICS + FIBER GLASS 


GLASS COPA WH Y 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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NEW ROTICUL 


First single-purpose rotary tiller-cultivator ever 
made with REVERSE GEAR. Complete design 
change plus 234 h.p. of surging power. Revers- 
ing is controlled by a touch of the finger for 
easier close work and handling around corners. 


3 WEW GARDEN TRACTORS 


Stepped-up power range from 23, to 7 Rep. 
Brand-new 234, h.p. model with 2 forward speeds 
and reverse. Also two new 4 h.p. and 7 h.p. 
units with Duomatic Two-Speed Axles, 6 forward 
speeds and 2 reverse. 
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WHY DO SIMPLICITY DEALERS CONTINUE 
TO REAP LARGER PROFITS? 


BECAUSE S/MPLIC/ITY~AND ONLY S/MPLICITY=G/VES 
DEALERS A PROFIT-PLANNED PROGRAM LIKE THIS: 


PRODUCT 

Power means profit . . . and Simplicity gives you 
both, with a powered-up line for 1958. It’s power 
that seldom bogs down, too — for Simplicity equip- 
ment is field-tested to provide years of trouble-free 
performance with minimum service problems for 
dealers. You can stake your reputation on Simplicity. 


PROMOTION 
Simplicity’s giant factory-paid local newspaper cam- 
paign will be renewed for ’58 — by dealer demand. 


Copyright 1957, Simplicity Mfg. Co. 


how to make 
more money on 
powered lawn 
and garden 
equipment: 


SELL 


hon Che. move! 


Large, hard-selling dealer listing ads in local markets 
produced hundreds of prospects last year —so we’re 
repeating with another, even bigger campaign! 


PROGRESS 


For 36 years, Simplicity has set an ever-quickening 
pace for its industry. Now, its imagination, vanguard 
engineering, and daring bring the all-purpose, all- 
weather yard appliance of the future here, for your 
inspection, today. The exciting Wonder-Boy X-100! 
The crowd-stopper of the National Hardware Show 
and Garden Supply Show. Available on a selected 
basis to dealers for local showings, X-100 is an ex~ 
perimental model. But it does attest to the spirit 
of Simplicity — ever probing into the future, ever 
improving. An important characteristic that means 
sales for you, and better gardening for America. 





*"" "+ * WONDER-BOY 


Outstanding sales success last year, the 
Wonder-Boy now has more power (a 4 
h.p. engine) and 2 forward and 2 reverse 
Speeds. Faster transport speed... easier 
turns around hedges and bushes ...mows 
lawns more quickly. 


PLUS 

@ liberal initial stock-order discounts 

®@ Spring dating privileges 

@ generous co-op advertising and factory-paid local newspaper campaigns 

®@ highly competitive pricing on America's highest-quality line 

® sound engineering that minimizes service costs and problems 

@ field-tested equipment put through rugged tests before you sell it. 

Ta ~Y 

x cae ‘ 

¥ 36th ¥, 

YY Manicensary & IMPORTANT! Select franchises are still avail- 
\ / able for qualified dealers. Use coupon, write, wire, 
: or telephone to find out if a Simplicity franchise is 

available in your locality. 
America’s No. 1 Line of Lawn and 
Garden Equipment 
—————- MAIL THIS COUPON FOR INFORMATION —-——-~-—— 
1957 was a great year for Simplicity dealers. 
Was it a great year for you? 

SIMPLICITY MANUFACTURING COMPANY 
Port Washington 9, Wisconsin 
Gentlemen: Please send me full details on how I can become a Simplicity 
dealer, and send me literature on: 

(0 Wonder-Boy Riding Mower 


(J Roticul Rotary Tiller-Cultivator 
() Simplicity Garden Tractors 


Name 


Wonder-Boy X-100 f | Company 


Address . sa secentaamnnte - 





SIMPLICITY MANUFACTURING CO. City... enn LONE... State 
Lag Wiecenel 


Port W: g % 











Grading rough lumber. All Pickering lumber is 
graded according to strict Western Pine Associa 
tion grading rules 


Since 1894 


PICKERING 


has furnished 
top quality products 


Behind the name Pickering is a rec- 
ord of 63 years of customer satis- 
faction. Pickering has the timber 
resources, the manufacturing facil- 
ities, the ‘‘know how” that combine 
to assure all customers dependable 


quality lumber. 


Pickering is shipping 75 million 
feet annually of ‘GOLD MEDAL" 
lumber and cut stock, in Straight 
and Mixed Cars — 


SUGAR AND PONDEROSA PINE 
WHITE FIR, INCENSE CEDAR 
Lumber, Cut Stock, Box Shook 


Please contact your 
local distributor who 
features ‘‘Gold Med- 
al‘’ products, or drop 
us a line at Standard, 
California and let us 
put him in touch with 


n~ 
ws 
you ¢ 


Ask for a copy of our color brochure, 
**Timber’‘ 


PICKERING 


Lumber Corporation 


STANDARD, CALIFORNIA 

(Near Sonora, Calif.) 

Teletype 
Sonora 116-U 


Telephone 
Sonora JE 2-714! 





Showing Pickering’s rough lumber storage sheds, 
holding over 17,000,000 ft. of rough, dry lumber. 
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NEWS & TRENDS 


(begins on page 8) 





ciation. A survey revealed that de- 
partment store pre-tax profits during 
first half of 1957 dropped 0.5 percent- 
age points to an average of 1.4% of 
sales. Operating expenses hit a record 
36.6% of sales, with payroll costs 
blamed for the all-time high. 


Grade Mark Laws Gain Strength 


Movements to require use of only 
grade marked lumber in construction 
appear to be gaining strength. On the 
West Coast, San Diego now has such 
an ordinance, with San Diego county 
and neighboring cities about to enact 
similar rules. 

In addition, California’s Monterey 
and Santa Clara Counties, plus several 
cities in those counties, now require 
grade stamps of an approved grading 
agency on lumber used in building 
there. 

On the East Coast, New York City 
has amended its building code so that 
unstamped lumber cannot even be 
piled at the job site. 

Voluntary acceptance of grade 
marked lumber is said to be gaining 
strength in the Mississippi building in- 
dustry, with an increasing percentage 
of lumber deliveries in that area bear- 
ing the official SP grade stamp. This is 
appearing even in lower grades with 
greater frequency than in the past, it 
is claimed. 


Earnings Improve 

National Gypsum has reported that 
1957 third quarter earnings jumped 
25.4% over the same period a year ago. 
Chairman Melvin H. Baker told a spe- 
cial Board of Directors meeting that 
increased earnings were largely to the 





SAN FRANCISCO A downward 
trend in prices has halted, at least 
temporarily. This seems to be due to 
an upsurge of home building and con- 
struction in the San Francisco Bay 
area. Green dimension is $58-$60 at 
the mill, with demand sporadic. Stand- 
ard and better 1x6 and 1x8 appear to 
be strengthening; boards and _ utility 
grade dimension are stabilizing. No 
major market changes are expected 
until after Jan. 1. 

Water shipments of lumber from 
Pacific Coast ports thus far this year 
were about 4% down from a year ago. 


TACOMA There is little activity; 
prices show no change. Waterborne 
shipments have been slight. Chief de- 
velopment was withdrawal of pickets 
from St. Paul & Tacoma Lumber Co. 
operations; work was to have started 
this month. 

From Aberdeer 


word Aberdeen 


LUMBER PRICES 


fact that costs at five new plants com- 
pleted last year are under control. The 
new plants are now operating at about 
75% capacity but full benefits cannot 
be realized until sales permit higher 
level operations. 


Sherwin-Williams sales and earnings 
reached an all-time high during their 
fiscal year which ended August 31, 
1957. Sales were up 5.9% and earnings 
rose from $10.49 to $11.38 a share. 
Total volume was $368,252,582. Ar- 
thur W. Steudel, president, com- 
mented that the major portion of the 
sales gain was in consumer products 
such as Super Kem-Tone, house paint 
and other shelf items. Consumer prod- 
ucts now constitute 80% of the com- 
pany’s business. Sherwin-Williams has 
a new paint plant under construction 
at Dallas. 


PRODUCTS IN ACTION — 


CUTTING IT UP—Mrs. Paul Deville cuts 
the wooden "ribbon" which officially 
opened the NRLDA Building Products 
Exposition, Philadelphia, Nov. 4. Watch- 
ing her demonstrate how easy it is for a 
woman to operate an electric hand saw 
are (I. to r.) Paul R. Ely, 1957 presi- 
dent of NRLDA; R. A. Schaub, financial 
chairman of Exposition; Paul V. Deville, 
Exposition general chairman; Paul Briggs, 
Stanley Electric Tools; Mrs. Deville; T. 
Merritt Ludwig, clinic chairman; H. R. 
Northup, executive vice president; and 
Leslie G. Everett, NRLDA treasurer. 





Plywood Corp. is looking for a buyer 
to operate its plant, closed for three 
months. 


SEATTLE The trend to lower 
prices here has not stopped, although 
some traders think bottom has been 
reached. Logging weather has been 
ideal; fire losses have been small. Most 
low grade lumber is hard to sell. East 
coast docks are reported crowded with 
lumber and more orders come from the 
mid-West. 

Plywood is very weak and prices are 
lower. Fir and hemlock uppers are 
steady but dimension is weak; green 
fir dimension is down a dollar. The 
shingle market is getting a small 
amount of business from regular out- 
lets. Pine prices are soft. Some pine 
mills are shutting down. Both pine 
and spruce are competing for the low 
grade markets. Cedar siding is steady. 
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How USS GERRARD STEEL STRAPPING 
from mill to job site 


Dit : ws ie = teat 


CTF ackavea lumber really pays off, all the way down 
the line. It can cut handling time by 75%. And time saved is 
money saved. Package your lumber at the mill with USS 
GERRARD Steel Strapping, inventory it once, and stack it. 
Then it can be loaded directly from storage areas, quickly 
and safely. Your customers will thank you for this added 
money-saving service by giving you future business. 


& ct Te sp 


| RETAIL Ma the retail yard, tabulation of deliveries is once 


again a simple task. Loading, unloading, and moving bundles 
of lumber reinforced with GERRARD Steel Strapping is ac- 
complished quickly and easily with a straddle truck or fork 
lift, and the savings in money and time is once again re- 
peated. Different grades, sizes and varieties are stacked 
separately for display, and accessibility to customers. 





TEI ee cciving GERRARD-strapped lumber from 


the mill makes unloading and stacking an easy job. The stacks 
can be tabulated at a glance, and arranged according to 
grades, sizes and varieties. In loading for shipment, the same 
time-saving advantages are experienced again. Thus, the valu- 
able time saved can be devoted to transporting payloads. 


| JOB SITE aN the job site, packaged lumber can be 


dropped from a truck bed without the individual boards 
spilling in all directions—a procedure which would necessitate 
repiling. Moreover, packages of USS GerRARD-strapped 
lumber are virtually pilfer-proof—a very desirable feature at 
building sites where lumber shortages are prevalent. 


You, too, can receive the time- and money-saving advantages that USS GERRARD 
has to offer. Contact a USS GERRARD sales representative, and let him show you 
just how GERRARD Steel Strapping will fit into your lumber-handling operation. 


[~~ SEND FOR THIS FREE LITERATURE NOW — 


Gerrard Steel Strapping 
2933 West 47th St., Chicago 32, Ill 
Without obligation, please send me: 


ERRARD STEEL STRAPPING 


ROUND AND FLAT 


New Gerrard Blue Book of Packaging 
Folder on Hydraulic Sealer-Stretcher 





| 
| 
| 
| 
| 
| [_] Folder on Automatic Strapping Machine 
Department of : pedi 
U.S. STEEL SUPPLY DIVISION | 
| 
| 
| 


United States Steel, General Offices: Chicago, lilinois 


Company 
Address 


oe ee ee ee ee ee ee 
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PROTECTION 
TOP QUALITY... ROM 


LOWER PETITION 
PRICES... 
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© Guaranteed by \ 
‘*\ Good Housekeeping / 
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LIBERAL ROFITS 
CO-OP AD PLAN’ MINIMUN 


NATIONAL INVENTORY / 
ADVERTISING 
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Duo-Matic 


3-Track Extruded Aluminum 
Combination Window... 


Retails for 12.95 and up 


New low prices-on.____ 
all Wepco aluminum 
combination doors 


ss. 


Ld 
’ 


ion, Windows & Doors 
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7 
As one-0f 20,000 WEPCO 


Dealers you are assured: 
quality products at ZT cial 

lowest prices... 

smaller inventories due 

to WEPCO’S convenient shipping 

points... protection from competition 


since WEPCO products are sold 
pee ; ; DUO-DELUXE DUO-DELUXE 
only thru lumber and hardware dealers... liberal co-op Picture Window 2-Lite Door 


Door 


| ad plan with sales aids & national advertising ! 
Write for information to: 


__ So, join us and see —selling WEPCO 


| 
is a “honey of a deal.” UG Woaullt 
Litchfield, Illinois 





This small load of Marlite will panel an average 
12x15 room...Nets you a neat $113 profit! 


% Your profit per sale is much greater 
when you sell Marlite plastic-finished 
paneling. Compare your profit on other 

“MPR wall and ceiling materials for a 12x15 
room with the $113 you make on Marlite Plank 
and Block and the required Marsh mouldings and 
Marsh adhesive for the same room! 

Marlite is easy to handle, and easy to sell. You 
need carry only a limited stock of your fast moving 
items, for there is a convenient wholesaler in every 
area to fill your orders promptly. And the compact 


% 


Marlite packages require minimum space in your 
own warehouse storage. 

Colorful Marlite advertisements in leading maga- 
zines reach your best prospects in both the residential 
and non-residential markets. And there are many 
effective selling and advertising aids available to 
help you sell Marlite! Call your Marlite representa- 
tive or wholesaler today and take advantage of your 
building and remodeling sales opportunities with 
profitable Marlite. Marlite Division of Masonite 
Corporation, Dept. 1141, Dover, Ohio. 


han ® 
Marlite plastic-finished paneling 


MARLITE IS ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 
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these are the advantages 


when you specify [Dovey 


These windows are made from 14-inch hot rolled steel sections .. . 
electrically welded for strength and individually fitted at factory for 
tight closure. These windows have two-position stops and open from 
top. Two types available in standard sizes for either putty or no- 
putty glazing. 

Area walls made of 16-gauge copper-bearing galvanized steel are 
closely ribbed for strength and provide excellent resistance to rust 
and corrosion. In addition, they expose minimum area to frost action. 
Spans are 36 inches and projection is 16 inches. Area walls are avail- 
able in five standard heights. 


... basement windows and area walls 





€ HOME 


Donley wera paosucTS Fan T™ 




















SS 






































For information on the complete line of Donley 
products, write today for catalogs and price 
sheets. Remember . . . SUPERMARKET- BROTHERS CO. 


SHOPPING at Donley saves you money! 
13928 Miles Avenue, Cleveland 5, Ohio 
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GARA-CULLEN CO. 


MINNEAPOLIS, MINNESOTA 


protects its property 


gets better 


FIRE ang BURGLARY 


protection 


We have used ADT Automatic Protection for slightly more 


than two years and have had several alarms which were 


handled by your personnel in a most efficient manner. Our 


peace of mind plus a saving of about $9,000 a year over 


less effective protective methods makes the cost seem reason- 


able indeed. 


One of the leading building products whole- 
salers, servicing more than 1,000 dealers in 
Minnesota, Wisconsin, North Dakota and 
South Dakota, Carr-Cullen is a concern 
which recognizes the importance of main- 
taining uninterrupted production. 
As Mr. Wright states, ADT 


Protection has proved its value in maintain- 


\utomatic 


ing a constant watch to detect and report 
dangerous conditions. The property is safe- 
guarded by a combination of ADT Central 
Station Sprinkler Supervisory and Waterflow 
Alarm, Burglar Alarm, and Heating Super- 
visory Services. 

This strong endorsement is typical of the 


Controlled Companies of 


General Manager 


experiences of thousands of progressive busi- 
nessmen from coast to coast who know that 
ADT Automatic Protection gives greater se- 
curity for property, profits and employees’ 
jobs than can otherwise be obtained . . . and 


at less expense. 


Why not find out what-A D Town do for you? 


Whether your premises are old or new, 
sprinklered or unsprinklered, an ADT spe- 
cialist will show you how you can save money 
while getting better protection against fire 
and burglary automatically. Call our local 
sales office if we are listed in your phone 
book; or write to our Executive Office. 


AMERICAN DISTRICT TELEGRAPH COMPANY 


Executive Office: 155 Sixth Avenue ° 


New York 13, N. Y. 


A NATIONWIDE ORGANIZATION 
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-— All-new ‘58S 
DODGE PowerGiants 


4-WAY LEADERS OF THE LOW-PRICED 3 


Now—for the first time in truck history—one make 
leads the low-priced three all four ways! And that make 
is DODGE —all new for 1958! 


From the future comes Dodge styling — handsome, 
sweeping, prestige-winning lines, richly trimmed in 
sparkling chrome. 


From 40 years of truck experience comes remark- 
able engineering advances . . . outstanding performance, 
load capacities and economy. 


See these great new trucks soon. And be sure to get 
your Dodge dealer’s special 40th-anniversary deal before 
you buy any other make! 











| 
2 
3 
4 


TURN PAGE FOR FULL-LINE STORY 


FIRST IN PAYLOAD! Advanced construction 
gives extra strength without extra weight, lets you 
haul up to 14 more, cut down on trips. 


FIRST IN POWER! New 204- to 234-hp. 
Power Giant V-8’s! Extra power cuts trip time, 
lets you pass more safely, reduces engine strain. 
FIRST IN ECONOMY! Most advanced of all 
V-8 truck engines. Exclusive Power-Dome com- 
bustion increases gas mileage, cuts upkeep costs. 
FIRST IN STYLING! All-new design! Deluxe 


chrome grille and trim . . . modern dual headlights 
. . future-inspired lines . . . smart new colors. 








‘58 DODGE Peover 


There’s a 


fart 





for every job...for every business...for every pocketbook 


Town Wagon 
model 100 


Forward-Control 
model P300 


CONVENTIONAL MODELS 
G.V.W. Range 
4,250 Ibs. to 9,000 Ibs. 
Engines 
120-hp. 6-cylinder 
204-hp. V-8 


4-WHEEL-DRIVE MODELS 
G.V.W. Range 
5,100 Ibs. to 10,000 Ibs. 
Engines 
113- 120- 125-hp. 6-cyl. 
204-hp. V-8 
204-hp. V-8 (Heavy-Duty) 


FORWARD-CONTROL MODELS 
G.V.W. Range 

6,000 Ibs. to 9,000 Ibs. 
Engines 

120-hp. 6-cylinder 

204-hp. V-8 





Model 400 
Van Body 


Four-Wheel-Drive 
W500 
Chassis 


Model 600 
Tractor 


CONVENTIONAL MODELS 
G.V.W. Range—11,000 Ibs. to 22,000 Ibs. 
Engines—125- 130- 141-hp. 6-cyl. 

204- (H.D.) 207-hp. V-8's 
C.0.E. MODELS 
G.V.W. Range—15,000 Ibs. to 22,000 Ibs. 
Engines—204- (H.D.) 207- 218-hp. V-8's 
4-WHEEL-DRIVE MODELS 
G.V.W. Range—15,000 Ibs. to 20,000 Ibs. 
Engines—130-hp. 6-cylinder 
204- (H.D.) 207-hp. V-8's 


SCHOOL BUS MODELS 


G.V.W. Range—10,500 Ibs. to 22,000 Ibs. 


Engines—125- 130- 141-hp. 6-cyls. 
204- (H.D.) 207-hp. V-8's 
FORWARD-CONTROL MODELS 
G.V.W. Range—7,500 Ibs. to 15,000 Ibs. 
Engines—120-hp. 6-cylinder 
204-hp. V-8 


Model T800— 
Mixer Body 


CONVENTIONAL MODELS 
G.V.W. Range 
18,500 Ibs. to 30,000 Ibs. 
Engines 
218- 224- 234-hp. V-8's 
C.0.E. MODELS 
G.V.W. Range 
18,500 Ibs. to 25,000 Ibs. 
Engines 
218-hp. V-8 
TANDEM MODELS 
G.V.W. Range 
26,000 Ibs. to 46,000 Ibs. 
Engines 
218- 224- 234-hp. V-8's 
SCHOOL BUS MODELS 
G.V.W. Range 
17,500 to 23,000 Ibs. 
Engines 
218-hp. V-8 








THREE STEPS TO SU SALES! 


Always have a supply of sales lit- 
erature on hand. Full color folders, 
promotional material and sales aids 
are FREE to every recognized build- 
ing supply dealer. 


Be sure to tell new home planners 
about the BILCO Door. Remind them 
that supplementing the inside stair 
with direct access is the only way to 
have a useful, convenient and safe 
basement. And Bilco Stair Stringers 
make building steps easier, more 
economical than ever before. 





Create interest and sales by setting 
up this “Silent Salesman” in your 
yard or showroom. A standard size 
A painted bright red comes equipped 
with attractive sign. Sold at a very 
special price on a money back 
guarantee. 








Follow these steps and sell BILCO Doors 
in volume for new homes and to replace 
wood hatchways. Available immediately from 


wholesale distributors in most sections. Bilco Basement Doors are packaged 
for convenient storage and handling. 














Now you can AMERICA’S FINEST 

sell packaged . Be BASEMENT DOOR 
stair stringers | 

for quick, easy 

installation 

of basement 

stairways. 


The BILCO Co., Dept. 734D, New Haven, Conn. 


[-] Please send samples of literature so we can order a Supply. 


Gentlemen: | 
[_] Please send information on the display offer. | 


DN iti nn:stcninaechnaieiitauteaiis aaa 
Se = ee 


RE eco ere mn er ene Yo neae | 
sah . 
Sold only by Lumber and Building Supply Dealers. aa 
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Thousands of Contractors Rely on the 
New Bostwick Expanded Corner Bead 


As straight as a string . . . no crooked ends... 
no bows... that's it every time with Bostwick Ex- 
panded Corner Bead. All this is due to a brand 
new Bostwick expanded corner bead machine. It 
has electronic controls to bring you a new high in 
uniformity of manufacture. That's how Bostwick 
gives you six guaranteed features that save time 
and save call-backs for premature repairs at six 
cents per minute: 





1. Straight end to end 
2. Ends sheared square 
3. Plaster key to the edge of the bead 


4. Uniform width wings having the same angle to 
the nose 


5. Special non-peel galvanized coating 
6. Special expanded small mesh wings 


Sold only through dealers. You can be sure when you 
stock and recommend this special expanded corner bead. 
Want prices and samples? Write today. 








THE BOSTWICK STEEL LATH COMPANY 
107 HEATON AVE. NILES, OHIO 
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DEALER POINTERS 
NE 


Two-Way Radio for 
Branch Yard 

By installing a two-way radio, the 
Spear Lumber Co., Cheyenne, Wyo., 
has speeded up the interchange of 
information between its main yard 
in Cheyenne and its branch in 
Burns, 30 miles away. The installa- 
tion has actually saved the cost of 
one man’s salary, since the equip- 
ment has eliminated a go-between 
man. 

One big advantage of the equip- 
ment, explains manager Norman 
Spear, is that the branch yard can 
receive immediate confirmation of a 
credit account without keeping the 
customer waiting. 

The equipment is simple to oper- 
ate and requires no special school- 
ing. It is kept on top of a filing case. 
A speaker (note circle disc on the 
front panel of the radio) handles 
the conversation both ways. If 
privacy is desired, the telephone re- 
ceiver, which is connected directly 
into the radio transmitter, can be 
used. 

Any reliable radio dealer should 
be qualified to give you full informa- 
tion on this type of equipment. 





‘ -~_ 
Sign Tells the Story 
This 8’x4’, red and white sign 
uses few words to tell an effective 
service story for the Bayside Wood- 
working Co., Queens, N. Y. 


BUILDING PRODUCTS MERCHANDISER 


| 
| 
| 








STANLEY 





NAILMASTER 
the new all-steel hammer 


NAILMASTER is the popular priced companion to STEELMASTER— 
the finest hammer ever made. It also features the exclusive Stanley 
“tempered rim” which minimizes spalling, the steel-alloy tubular 
handle permanently locked in the head, and a contoured, easy-on- 
the-hand, Neoprene grip. 
@ TEMPERED RIM—For added safety and longer life. Mini-+*** 
mizes spalling. Lt 
@ PERFECT BALANCE—Has the “feel” of balanced weight;*"""” 
less tiring to use. 
@ STEEL-ALLOY HANDLE—Will not break in normal use;.....- 
permanently locked in head. Tubular, fully heat-treated, 
chrome plated. 
@ NEOPRENE GRiP—Contoured and perforated for com--+++s..,, 
fort. Cushioned grip absorbs shock. 
Order Stanley NAILMASTER from your wholesaler now 


CURVED CLAW RIPPING CLAW 


Wt. Lbs. List Wt. Lbs. List 
: No. Wght. . 
Y, Doz. Price “ om. Oz Y, Doz. Price 


NI% 16 9 $4.25 
NI 20 10% $4.50 


(All Sizes Packed Six in Reshipping Carton) 
Stanley Tools, Division of The Stanley Works, New Britain, Conn. 





No. Wght. Oz. 





NIWA 16 9 $4.25 





AMERICA BUILDS BETTER AND LIVES BETTER WITH STANLEY 


STANLEY 


This famous trademark distinguishes over 20,000 quality products of The Stanley Works—hand and electric 
tools + drapery, industrial and builders hardware * door controls » aluminum windows + stampings + springs 
+ coatings + strip steel + steel strapping—made in 24 plants in the United States, Canada, England and Germany. 
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Now! Johns-Manville brings you 


2 exciting new 


in the industrys most complete line of 


: | 
4 i 
Cs i . 


Johns-Manville Johns-Manville 


STRONGBORD STRONGEORD | 


World's Strongbord is the strongest 4” Insulating Board 

Sheathing on the market! So strong it can be used 

without corner bracing. Designed to meet FHA ib 
Strongest requirements. Both asbestos and wood sidewall Fi retex 


4 shingles can be applied directly to Strongbord, ° 
Insulating using special ring barbed nails following J-M Acoustical 


Board specifications, 


NOW! 4 Insulating Board Plants located 
to give you finest service! 


Johns-Manville is completing a new plant at Klamath Falls, Ore. and 
recently has constructed a new plant at North Bay, Ont. which is now 
in operation. These factories, in addition to others already in opera- 
tion at Natchez, Miss. and Jarrett, Va., assure prompt, reliable 
service for all your Insulating Board requirements. 


Panels 


North Bay, Ont. ‘ 
Klamath Falls, Ore. * 


Jarrett, Va. 
Natchez, Miss. * 
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products 


Insulating Boards 


SE 


Each Fibretex Panel contains hundreds of 
small noise traps which absorb up to 75% of 
the room noise that strikes them. Panels are 
prefinished in white. Furnished with Light- 





12”, and 12”x 24”, 4” and 34” thick. All panels 


come in uniform and random drilled pattern. deck 


Insulating 


ning Joint or with square edge. Panels are | 2”x f 
‘ Roof- 








New 3 in ] Provides in one unit and operation: (1) a beauti- 


ful finished ceiling; (2) insulation; (3) a structural 
roof deck for patented Seal-O-Matic® Asphalt 
Shingles or built-up roofing. Comes with or 
without vapor barrier and in thicknesses of 114”, 
2” and 3” to meet climatic conditions. Designed 
to meet FHA requirements. 





Decorative Ceiling Panel 


] Fibretex Acoustical Panels | | Building Board (large size sheets 
oe —— that build, insulate, decorate) 
|__| Insulating Roofdeck =e 
[] Decorative Wall Plank 


JOHNS -MANVILLE 


| Strongbord 





Shingle Backer (for use with 
Colorbestos® sidewalls) 





FR, EE / more information on the industry’s most complete line of Insulating Board products 


ee Se ee a ee ee ws 
Address — sist sienna tania 
a cee a ee ee ee eee ee 


a RO ee 








mM Johns-Manville 


BUILDING PRODUCTS MERCHANDISER 


Check products of interest, address 
Johns-Manville, Box 111, New York 
16; in Canada, Port Credit, Ontario. 
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EDITORIAL 


No straight-jackets for showrooms 


supermart and the specialty 

shops seem to have arrived at 
tested formulas for their showrooms. 
True, innovations are encouraged but 
their basic store layouts are fairly 
rigid. We even know of a top designer 
for a mail order chain who recently 
changed jobs because his assignments 
had become so static. 


a hardware store, the grocery 


In the retailing of lumber and build- 
ing materials, change and innovation 
are still the order of the day. There 
are only the beginnings of stock lay- 
outs and they are still a bit shadowy. 
It is generally understood, however, 
that the first step in planning a suc- 
cessful store is to accurately define 
the goal or target for the new or re- 
modeled showroom. 


When a dealer can lay on-the-line 
his sales objectives, the architect and 
the layout man can move with deci- 
sion and fully put their abilities to 
work. To illustrate the directions a 
store may take, consider this list of 
store possibilities, any of which may 
be just right to meet local market 
conditions. 


1. A store planned essentially for 
cash or credit sales of individual items 
with no emphasis on selling remodel- 
ing or new home merchandise in pack- 
ages. A store of this type would have 
many departments, especially hard- 
ware, paint and specialties. 


2. A store geared for the farm 
trade with specialized farm products 


and special displays of farm struc- 
tures being promoted. 


3. A store designed for the dealer 
concentrating on new home construc- 
tion. A special design and layout is 
needed regardless of whether it as- 
sists contractors or if the dealer builds 
his own houses. 


4. A store seeking most of its vol- 
ume in home improvement needs spe- 
cial treatment, somewhat similar in 
planning to No. 3. 


5. A store developed to attract bal- 
anced trade—contractor, remodeling 
and pickup sales—probably the most 
typical for this industry. New store 
layouts, however, should anticipate 
the growing importance of merchan- 
dising new homes and remodeling with 
attractive planning centers and a more 
adequate display of lumber, plywood, 
millwork and _ building materials. 
Properly planned, this type of store 
earns the term “Big Ticket” show- 
room. It also has built-in security, 
which avoids a disastrous slump in 
total sales where a store is tied en- 
tirely to one class of trade. 

We are still and will remain a serv- 
ice business. Self-service may work 
for some dealers on certain items or 
under unique competitive conditions. 
The important trend for the future 
are stores designed to make the giv- 
ing of suggestions to the customer 
fast and practically painless. Any 
dealer with a fine planning center 
with lumber, plywood and building 
material . . . samples and literature 
at his finger tips, knows what we 
mean. 

(See also page 37) 
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CHANNELDRAIN ROOFING 


Vj44y, 


WHEELING GALVANIZED WARE LA BELLE HARDENED CUT NAILS 














METAL LATH AND EXPANDED METAL 


- , RAIN-CARRYING GOODS 
CORRUGATED SHEETS 


One call for all... 


from the Wheeling warehouse nearest you 


Direct, Wheeling warehouse-to-you service means no honored quality second to none and consistent adver- 

lost business, no delayed shipments. One call results tising in strong consumer and farm publications sees 

in speedy, on-time delivery — the same day if needed _to that! 

— of any warehouse-stocked Wheeling product. Ware, Make the most of this ready-made, Wheeling-made 

rain-carrying goods, sheets, lath, roofing, whatever market. See the Yellow Pages of your classified direc- 

you need, you get promptly. tory for address and phone number of the Wheeling 
And Wheeling products mean repeat sales. Time- | Warehouse or sales office nearest you! 


WHEELING CORRUGATING COMPANY ® WHEELING, WEST VIRGINIA 


IT’S WHEELING STEEL 


IMMEDIATE DELIVERY ON ALL STOCKED ITEMS FROM THESE WAREHOUSES: BOSTON, BUFFALO, CHICAGO, COLUMBUS, DETROIT, KANSAS CITY, 
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NRLDA Exposition Special 


First, Most 
Complete 
Report 


Dealers Jam Cash-and-Carry Clinic 
The Big Question: "Fight Them or Join Them" 


Conventional lumberyards, provided 
they adopt an aggressive merchandis- 
ing program, can not only meet but 
beat the competition offered by cash- 
and-carry yards, according to panel- 
ists of the Exposition’s Cash-and-Car- 
ry Clinic before a crowd of more than 
600 dealers. 

Cash-and-carry competition must be 
carefully analyzed, but even more so 
your own business, speakers declared. 
This means promoting your services— 
financing, delivery, free advice, diver- 
sified merchandise. 

“This isn’t a problem than can’t be 
overcome,” asserted Warren E. Carter, 
Carter-Jones Lumber Co., Akron, 
Ohio, referring to American Lumber- 
man’s special issue titled, “What Hap- 
pens When a Cash and Carry Giant 
Enters Your Market?” 

Carter himself operates cash-and- 
carry yards in addition to a conven- 
tional operation. One of his yards is 
directly across the street from a big 
cash-and-carry operation, the Wickes 
Lumber Co. 

Beating c & c. “At first we lost quite 
a few contractors to our cash-and-car- 
ry competitor,” explained Carter, “but 
most of them have come back. We re- 
fuse to let contractors use our money 
to do business with cash-and-carry 
competitors. In fact, we’ve put the 
screws so tight on a couple that they’re 
not building any more.” 

Operating in the heart of cash-and- 
carry territory, John B. Gricar, Quali- 
ty Door & Lumber Co., Saginaw, 


CASH-AND-CARRY PANELISTS, left to 
right, Ralph Manger, Forkner-Manger 
Lumber Co., Anderson, Ind.; George H. 
Ward, Calhoun Lumber & Supply Co., 
Battle Creek, Mich.; Warren E. Carter, 
Carter-Jones Lumber Co., Akron, Ohio. 
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New C & C Development 
Reported in the South 


A big cash-and-carry operator in the 
south is approaching conventional yards 
and offering them a chance to “buy into" 
the new c & c operations they plan to open 
in their areas. 

The bait is better buying power—for the 
conventional yard and the c & c operator. 
One Virginia dealer was invited to invest 
$40,000. He heatedly turned the offer 
down. 











Mich., told dealers that they can beat 
this type of competition by paying at- 
tention to service and quality. Gri- 
car pointed out that a cash-and-carry 
operation is not a cheap one to oper- 
ate, that it is based on volume sales 
and enormous buying power which the 
average dealer can’t possibly match. 

“The thing that hurts is that many 
volume in the middle of cash-and- 
lumber dealers are buying from cash- 
and-carry yards,” added Gricar. He 
said he had more than doubled his 
carry business by strongly promoting 
quality and service features of his op- 
eration. 

Cne answer. Ralph Manger, Fork- 
ner-Manger Lumber Co., Anderson, 
Ind., said his organization had tried a 
cash-and-carry business in a small 
town but it failed. He analyzed rea- 
sons for failure as follows: 1. Not 
enough merchandise on display to 
make a profit. 2. Customers demand- 
ed services found in a conventional 


DEALERS QUESTION John B. Gricar, 
Quality Door & Lumber Co., Saginaw, 
Mich., following the meeting. Gricar tried 
cash-and-carry, but switched back to serv- 
ice selling. 


yard. 3. The rural community con- 
vinced cash-and-carry yard reflected 
on their credit standing. 4. Not suf- 
ficient price differential to make cash- 
and-carry buying attractive. 5. Man- 
ager not a local man. 

“Creative selling is the one definite 
answer to cash-and-carry,” declared 
Manger, who urged dealers to make 
it easy for customers to do business 
with them. “We have to perform the 
services we promise. We should ad- 
vertise consistently — and advertise 
price. We must have efficient, pleasant 
salesmen. Our yards should be clean 
and attractive. We should glamorize 
our business and make it easy for cus- 
tomers to buy. We should price-mark 
everything. And another thing — we 
should give serious consideration to 
entering the contracting business, es- 
pecially when our contractor customers 
begin to buy from  cash-and-carry 
giants.” 

The low prices of large cash-and- 
carry yards may be secondary to the 
way these yards make it easy to buy, 
Manger said. 

Manger described how he _ had 
changed the nature of his business, 
which three years ago was aimed to- 
ward new home building. Following 
the Cleveland NRLDA convention, his 
firm promoted the remodeling mar- 
ket until 60-70% of their volume is 
now in that field. The Forkner-Manger 
Company handles the entire contract, 
including labor and financing. Cash 
business is about 15% of their total 
sales. 

“We give a 5% discount for cash to 
everyone,” explained Manger. 

Want service. George H. Ward, Cal- 
houn Lumber & Supply Co., Battle 
Creek, Mich., described his disastrous 
attempt to enter the cash-and-carry 
field. He started to sell on a 20% 
markup, lost money, then raised prices 
12% and finally used a markup of 32% 
before converting his cash-and-carry 
yard to a conventional operation and 
going into the black. He found cash- 
and-carry customers want all the serv- 
ices of the conventional yard. He now 
offers a 5% discount. 

Ward said that compensatory pric- 
ing is one of the primary answers to 
cash-and-carry competition. 

Tracing the evolution of the corner 
drug store and the grocery store, 
Carter warned dealers that the cash- 
and-carry dealer is likely to be a com- 
petitor for a long time. 
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answers. 


53%; No, 44%. 






and then, 25. 
No, 88. 


commission only? Yes, 7. 


monthly, 18; annually, 42. 
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Yes, 66. 
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Results of Personnel Survey 
An incentive and training survey made at the Exposition 
by NRLDA covered 4,627 employes in 295 yards represented 
by 97 owners or company executives. Here are some of the 
1. Do you have a sales training program of any kind? Yes, 
2. How often do you meet? Weekly, 20; Monthly, 32; now 


3. Are you following any special course of training? Yes, 9; 


4. Do you pay your salesmen straight salary only? Yes, 42; 
salary and commission? Yes, 24; salary and bonus? Yes, 41; 


5. How often do you pay bonus or commission? weekly, 6; 


6. Does the customer have to pay his account before you 
pay bonus or commission? Yes, 7; No, 57. 

7. Do you have outside salesmen calling on contractors? 
Yes, 69; On industrial accounts, Yes, 54. On consumers? 


8. Do you have a regular profit sharing plan for some em- 
ployes, other than exeutives? Yes, 50; No, 42. 
9. Do you share profits with all selling force? Yes, 33; No, 14. 
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PANEL ON PERSONNEL, first row, left to right, Arthur Clif- 
ford, Burritt Lumber Sales Co., Bridgeport, Conn., chairman; 
William E. Culbreath, Jr., director of personnel and public re- 
lations, Pinellas Lumber Co., St. Petersburg, Fla.; John H. Dillon, 
educational consultant, Ann Arbor, Mich.; second row, left to 
right, Paul S. Collier, executive vice-president, Northeastern Re- 
tail Lumbermens Association, Rochester, N. Y.; Robert L. Sweet, 
= president, R. L. Sweet Lumber Co., Kansas City, Mo.; John C. 
Weldon, president, Wright-Bachman, Inc., Indianapolis, Ind. 


Panel Tells Ways to Help Salesmen 


Proper incentives will keep the sales 
curve up, panel speakers told dealers 
in a discussion of “Salesmen’s Com- 
pensation and Incentives.” 

About 400 dealers heard the follow- 
ing panelists explain various training 
and incentive programs: Robert L. 
Sweet, president, R. L. Sweet Lumber 
Co., Kansas City; William E. Cul- 
breath, Jr., director of personnel and 
public relations, Pinellas Lumber Co., 
St. Petersburg, Fla.; John C. Weldon, 
president, Wright-Bachman, Inc., In- 
dianapolis; John H. Dillon, education- 
al consultant, Ann Arbor, Mich. Ar- 
thur Clifford, Burritt Lumber Sales 
Co., Bridgeport, Conn., was panel 
chairman, 

Non-financial incentives are more 
important than financial incentives, 
declared Culbreath, emphasizing that 
high productivity and high morale go 
hand in hand. 

“T haven’t found a satisfactory way 
to buy morale,” asserted the Florida 
executive, again emphasizing that the 
area of human relations is the one 
most neglected in dealer management. 

Cut turnover. “Management is the 
area where training is needed most,” 
added Culbreath, whose effective man- 
agement program has cut turnover to 
less than 2%. 

A survey of Pinellas company em- 
ployes disclosed these most wanted 
needs: 

1. Job security. 

2. Good working environment -— 
working for a company that the 
employe can be proud of. 
Chance to get ahead. 
Opportunity to be heard—talked 
with, not at. 

Recognition and credit. 
Respected as an individual. 

Fair rewards for effort. 

Fair boss who is not playing 
favorites. 
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Comparing a _ dealer’s personnel 
problems to an amateur athletic team, 
Culbreath said that employes want to 
belong to something bigger than him 
self; they want a good coach who is 
trained in management; they want a 
group team goal that everyone can un- 
derstand and recognition for individual 
effort; they want to make the “team.” 

A three-point training program in 
effect at R. L. Sweet Lumber Co., Kan- 
sas City, was outlined by President 
Robert L. Sweet. This program is 
based on (1) tools to work with; (2) 
sales meetings; (3) individual assist- 
ant to salesmen below quota. 

Sweet sends Americen Lwnberman 
to the homes of all his 20 salesmen as 
one of their every-day working tools. 
He declared there is no substitute for 
sales meetings. Sweet’s meetings are 
held every Monday night, 7-9. No meal 
is served and attendance is voluntary. 
One hour is devoted to a discussion of 
products and one hour to sales tech- 
nique. 

“We prefer to use our own men as 
teachers because they learn as they 
teach,” explained Sweet. Proper pre- 
planning of these meetings are most 
important, asserted Sweet, who ad- 
mitted that an occasional meeting is 
canceled if a good agenda cannot be 
arranged. 

“Top salesmen don’t need atten- 
tion,” added Sweet. Salesmen below 
quota are analyzed to determine 
whether lack of experience, self-confi- 
dence, trouble at home or other prob- 
lems may be the source of trouble. 
Contests, cash bonuses, fringe bene- 
fits and a sliding scale quota plan are 
used as sales incentives. 


Sweet’s salesmen are on salary with 
an expense and car allowance. 


“We pay any reasonable salary that 


a salesman may ask,” explained 
Sweet, “and that salary sets his quota. 
We soon find out whether he is worth 
what we are paying. This simplifies 
the hiring problem.” 

To keep salesmen thoroughly famil- 
iar with their jobs, Sweet has found 
that salesmen should also estimate the 
job. He sells 9 out of 10 estimates, 
because the customer is qualified be- 
fore the estimate is figured. 


Consumer sales meetings. A combina- 
tion of appeals to a salesman’s “pride 
pocketbook and competitive instinct” 
is the best way to keep sales up, de- 
clared John C. Weldon, president, 
Wright-Bachman, Inc., Indianapolis. 
He explained various incentive plans 
run on paint, white elephant items, 
kitchens and garages. His firm has 
paid 5% commission on garages and 
3% on kitchens. 


NRLDA f¢raining program. The pro- 
posed sales training program spon- 
sored by NRLDA was outlined by 
John H. Dillon, educational consultant. 
The course consists of 62 study units 
covering basic sales practices, product 
training, sales promotion and other 
subjects, all taken by correspondence 
in any sequence or time span. If ap- 
proved, the course will be available in 
4-6 months, Dillon estimated. 

Paul S. Collier, executive vice-presi- 
dent, Northeastern Retail Lumber- 
men’s Association, opened the pro- 
gram by explaining the various train- 
ing programs now available. 

These include: retail lumber train- 
ing institutes—30-day short courses; 
workshops for top management spon- 
sored by 14 associations in 14 states 
and moderated by American Lumber- 
man’s Art Hood; sales training clinics; 
educational slides and films available 
from NRLDA and manufacturers. 
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See how the flexibility of Bolta-Top allows it 
to be formed around sharp corners. You can 
have an unbroken surface with no chance of 
leakage or pulling up. 


One unbroken piece goes on quicker and 
looks better .. . can be installed with or with- 


out edge or cove moldings. 


=> - = Choice of 


<itive, display 
racks 
mame available 


. Wall 
Floor 


Circle No. 14 on Coupon, page 66 





SAM Chilhitiicmdiis 


flexible plastic 


55 


4 aver 


ee 


=) 
new Senipt pattern 


Script is that latest addition to popular Bolta-Top line ... the new 
low-cost counter-top material that’s taking the do-it-yourself market 
by storm. Bolta-Top is quick and easy to install . . . is tough, long 
wearing and stain resistant . . . powerful selling points boldly dis- 
played right on the smartly styled display rack. Bolta-Top is ideal for... 


* MYLAR 


DuPont's Reg. T. M. for its 
super-strength polyester film. 








THE GENERAL TIRE & RUBBER COMPANY 


BOLTA PRODUCTS DIVISION 6 LAWRENCE, MASS. 


ADDRESS W CITY W STATE W 
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Dealers told— 


Develop Land for New Home Business 


Here’s the way to really control sales of materials, say 


lumber retailers who are active in land development and 


component pre-assembly. 


Making a better profit on new home 
building hinges on the dealer develop- 
ing land for home sites and getting in- 
to fabrication of components. This 
was the theme at the Wednesday 
morning clinic on improving the deal- 
er’s position in the new home market. 

A capacity crowd of over 400 en- 
thusiastically listened to the grass 
roots experiences of the dealers on the 
panel and over 200 remained to ask 
questions at the end of the formal 
program. 

Controlling contractors. D. C. Daw- 
kins, Jr., Dawkins Building Supply 
Co., Jacksonville, Fla., is testing com- 
ponent ideas but he is gaining control 
of contractors through land and other 
methods. 

“Actually,” he said, “I love contrac- 
tors — but only the cooperative types 
that have some sense and those who 
realize we both must make a profit.” 

The key to Dawkins’ control is land 
development. Most of it set aside for 
low-cost homes being built by local 
contractors. He does not build him- 
self. Low cost homes are stressed be- 
cause Dawkins has found that with 
high-priced homes his share of the 
material does not rise proportionally 
with the cost of the home. 

While not building homes them- 
selves, the Dawkins organization has 
a new twist to gain an inventory of 
new homes. They achieve this by hav- 
ing their contractors build half their 
homes on a “wholesale” basis. Daw- 
kins merely supplies a house plans 
and asks for a turnkey price. The 
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New Mortgage 


Plans for increasing the supply of 
mortgage money in communities un- 
der 15,000 were outlined by FHA of- 
ficials at a luncheon clinic. 

The new experimental Certified 
Agency Program is being conducted in 
900 communities in the following 
areas: Kansas, North Carolina, Michi- 
gan’s upper peninsula, downstate IIli- 
nois and the Albany, N. Y., insuring 
district. 


homes are then sold at a profit direct- 
ly by the firm. 

Fighting projects. J. DeForest Ven- 
ter, DeForest & Hotchkiss Co., New 
Haven, Conn., described their Lu-Re- 
Co operation and told how the pro- 
gram had helped his small builder cus- 
tomers. 

He introduced still another advan- 
tage for a dealer considering fabrica- 
tion of components. A study of ma- 
terial lists last year showed that the 
average house job ran about $3,500. 
Since introducing Lu-Re-Co the typi- 
cal job has risen to $6,000 largely be- 
cause the sales package now includes 
so many more items formerly pur- 
chased elsewhere by the contractor. 

Contractor dealer. Richard Schaub, 
Northern Indiana Coa! and Lumber 
Co., Whiting, Ind., told the dealers 
that they had found it profitable to 
run their own contracting crew with 
only minor resistance from regular 
contractors. 

Again, however, the contractor fol- 
lowing was being held because the 
firm was making improved building 
sites available. Their experience in 
selling land dates back to 1941. 

Solves land shortage. Harold E. 
Moser, Moser Lumber Co., Naperville, 
Ill., said that new home building had 
come to a halt in his community in 
1955 because of a shortage of suit- 
able land for homes. 

Realizing the seriousness of this 
situation Moser purchased 80 acres in 
the spring of that year and followed 
this up with 80 more acres in 1956. 
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Money Source 


Details of the program were ex- 
plained by Graham Northup, director 
of programs for FHA. Northup said 
that local lending institutions will be 
appointed as authorized agents for the 
FHA commissioner. 

“The local firms,” said Northup, 
“will be responsible for performing 
the processes and functions, which are 
normally handled in the FHA office.” 
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SIX QUESTIONS FOR LAND 
DEVELOPMENT DEALER 


1—Have I, as a dealer, a defi- 
nite goal and plan for land de- 
velopment? 

2—Do | really know construc- 
tion? 

3—Have | ample capital? 

4—Do | know real estate 
enough to buy intelligently? 

5—Do | know the ropes on ar- 
ranging financing for homes? 

6—Am | willing to establish a 
separate company to handle the 
sale of land and homes? 


—D. C. Dawkins, 
Dawkins Building Supply, 
Jacksonville, Fla. 











This year he bought 170 more acres 
for future building. 

Moser now works with 12 contrac- 
tors on his land and overall promotion 
program. Eight of these builders are 
small and four are of medium size. 
The lumber company’s advanced pro- 
motion plan includes the following: 

@ co-op advertising with builders. 

@ active participation by sub-con- 
tractors in the sale of homes. 

@ obtains all financing for builders. 

® secures secondary financing, when 
required. 

® gives terms to builders on land 
purchases. 

e@ helps finance and promote model 
homes. 

@ arranges joint meeting for con- 
tractors, sub-contractors and bankers. 

@ works entirely by trust, no writ- 
ten agreements by builders that they 
purchase all materials for homes go- 
ing up on Moser land. This has meant 
more business from the builder as he 
puts up houses away from Moser’s 
sub-division. 

@ runs a special promotion to in- 
crease house sales in the winter 
months. Last year free trips to Flori- 
da for contractors selling four homes 
in a month’s time. 

@ provides a complete promotion 
package for builders. This includes 
job signs, sales tools, literature and 
the like. 

Moser always encourages builders 
to bring the customer who has pur- 
chased a home into the yard for a 
final selection of materials. 
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PANELS AND 
ROOF TRUSSES 
served as entrance 
to Component Mer- 
chandising clinic 
room at Exposition. 
lt symbolized the 
growing role of 
lumber dealers as 
fabricators of house 
parts. 
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How Much Dealers Spend to Start Lu-Re-Co* 


(Report from 124 lumber dealers to Lumber Dealers Research Council) 


24 dealers reported spending from$ Oto $100 
35 dealers reported spending from $101 to $250 
29 dealers reported spending from $250 to $500 
22 dealers reported spending from $500 to $1000 
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14 dealers reported spending over $1,000. 


NOTE: 95% of the 124 dealers used existing facilities to house their Lu-Re-Co 
operation; the remaining dealers built a special shop for precutting and 


assembly. 


* Expenses in addition to $300 for Lu-Re-Cx 
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tranchise and merchandising kit. 


In all-day clinic dealers are told — 


Component Assembly Is Simple, Economical 


The Lu-Re-Co (Lumber Dealers Research Council) sys- 
tem of construction using dealer-made components has 
proved itself a sound building method. Now the key to 
growth is expansion of dealer participants and strong 
merchandising at local level, said Raymond C. Tylander, 
treasurer, Tylander’s, Inc., West Palm Beach, Fla., and 
chairman of the Exposition component clinic. 

Tylander’s panelists, including dealers, forcefully made 
these points: 

—If lumber dealers miss their ideal opportunity to 
manufacture house components, the job will be taken over 
by new component-assembly specialists, who will capitalize 
on the inevitable swing to components in residential con- 
struction. 

-By selling a whole-house package, based on com- 
ponents, you can make more money because you'll sell 
everything in the house, including specialties. At the 





Lu-Re-Co Uses 


Lumber dealers have reported that Lu-Re-Co panels 
have been successfully used for houses, garages, cottages, 
warehouses, motels, churches, schools, country clubs, 
chicken houses and other farm buildings, swimming pool 
dressing rooms, house additions, tool sheds. Dealers have 
sold trusses only for commercial and industrial buildings. 











same time, pre-cutting and pre-assembly of components 
will save your contra-tors money, compared to either con- 
ventional construction or shipped-in prefabs. 

—Lu-Re-Co panels are used for every type of building— 
including farm and commercial structures, garages, as well 
as houses. 

—Some dealers are developing a specialized truss busi- 
ness, catering to industrial and commercial building truss 
requirements. 

—Lu-Re-Co is adaptable to the smallest dealer — it 
takes only $400 to enter the component fabrication busi- 
ness. 

Proof that Lu-Re-Co assembly can fit into the smallest of 
regular operations is shown in a box at top of this page- 
facts presented at the clinic. The figures represent costs 
to get underway with a Lu-Re-Co program in excess of 
the $300 fee for franchise and merchandising kit from the 
Lumber Dealers Research Council. 

George Messner, Lu-Re-Co representative for National 
Plan Service, said all you need to make Lu-Re-Co com- 
ponents is a platform on which jigs may be mounted. It 
can be mounted on saw horses when in use; stacked against 
wall when not in use. You then need a power saw (a port- 
able electric saw can be used, although a radial-arm saw is 
preferred); a %” electric drill and a Teco cutter head for 
boring holes for Teco ring connectors on trusses. You 
do not need a truss table — assembly can be done outside 
of shed or at site. 
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SIMPLICITY OF TRUSS-MAKING using Teco ring-connectors was 
demonstrated at NRLDA clinic. All you need is electric portable 
or radial saw and a %"' drill with Teco cutter-head, shown 
above. Precut members are then assembled by dealers in shop, 
shed or on site. 





He explained that Lu-Re-Co can be started with a single 
house — increasing production only as sales are made. As 
you go along you can add labor-saving equipment. 

Small-Town example. Carolyn B. Nettleton of C. B. 
Nettleton Lumber Co., Covington, Va., and George Smart, 
Lu-Re-Co manager for Southport (Ind.) Lumber Co., told 
dealers of their Lu-Re-Co sales successes. 

Miss Nettleton said that her yard is a typical small- 
town operation, in a community of 12,000 people with a 
trading area of 20 miles. She estimated that 80% of the 
company’s business is of the do-it-yourself type. She took 
on Lu-Re-Co in 1955, built her first house in 1956. The 
panel system was introduced with a demonstration house 
that was erected by five men in one day. Prior to the 
demonstration the lumber firm staged a dinner meeting for 
contractors and carpenters. 

In the small-town market, Miss Nettleton said that there 
are four main selling points: 

(1) Speed of erection 
(2) Quality 

(3) Adaptability 

(4) Finish-it-yourself 

“Based on our experience, I can assure you that Lu- 
Re-Co is no quick gimmick. It takes time for it to work, and 
it takes perseverance — and awareness of location, situa- 
tion, knowledge of your market,” she said. 

Cost figures. George Smart of Southport Lumber Co. 
told how he made cost studies of houses erected by local 
contractors, giving a detailed comparison between con- 
tractors’ costs of conventional, shipped-in prefab and 
Lu-Re-Co houses. In every comparison, Lu-Re-Co saved 
the contractor time and money — and gave Southport 
Lumber a complete package sale. 

For example, one Lu-Re-Co house supplied by Southport 
uses 713 lineal feet of “shorts” — including lateral mason- 
ry blocking sold to buildex — which in itself saved the con- 
tractor $15. Another example, on one conventional house 
there was $57 in waste through on-site cutting. 

For one conventional case, Smart computed the cost to 
contractor and dealer resulting from dozens of visit to 
the yard by the contractor to pick up items or make ad- 
justments. “This doesn’t happen with Lu-Re-Co,” he said. 

Lu-Re-Co was shown to be more profitable, more sale- 
able than shipped-in factory prefabs in the Indianapolis 
area, Smart said. 

The sales power of Lu-Re-Co was vividly shown in tabu- 
lation of sales during a specified period of houses in the 
Southport market. In the period, 94% of Lu-Re-Co homes 
were sold compared to 65% sales of conventional houses. 

Smart said that a conventional house takes three times 
as much delivery cost; twice as much bookkeeping; twice 
as much yard help; twice as much time consumed in pickup 
by contractor. 

More than $80,000 in plus business from small builders 
who previously used shipped-in prefabs has been sold by 
Southport Lumber as a result of Lu-Re-Co, Smart said. 
(See page 12 for data on DFPA-Lu-Re-Co plans program.) 
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New Estimating Kit 


Requests for bids from five contractors 
on a $2,200 remodeling job will likely 
produce five different estimates ranging 
from $1,400 to $2,800 is the way Art 
Hood, editorial director, American Lum- 
berman, dramatically pointed out the 
need for more accurate means of estimat- 
ing at the “Estimating the New Way 
Simple and Easy” luncheon clinic. 

He introduced Russell W. Nowels, 
Nowels Lumber and Coal Co., Rochester, 
Mich., who perfected the new system 
introduced by means of colored slides as 
the NRLDA Complete Estimating Kit 
and which is available from the federated 
regional associations for $35. 

Nowels pointed out the system’s many 
advantages: 

It is so flexible it will meet any con- 
ditions in any locality. 

It will cut costs because it minimizes 
the time needed for estimating because 
it cuts time needed for detailed listing of 
materials—a list is not actually needed 
until a job is sold. 

It cuts estimating time in half there- 
by giving sales personnel more time to 
devote to selling. 

It builds prestige, confidence and 
good will in the mind of the customer 
because an estimate is ready when it’s 
needed or promised. 

It’s easy to make changes—that is 
to quote a house 2” longer or wider than 
the original one. 

It insures efficiency on the part of 
the sales force because it enables all 
salesmen to estimate. 

Morale of the sales force is boosted 
because each man is able to quote. 

It increases sales-——being able to 
quote quickly permits striking while the 
iron is hot. 

It’s more accurate because the forms 
provided includes items the salesman 
might forget. 

The forms also lists items which may 
not be in stock but which may be pro- 
cured—at a profit. 

It eliminates expensive errors. 
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DIGEST OF ESTIMATING KIT now available 
through federated associations of NRLDA is 
viewed by Art Hood (left), editorial chairman of 
American Lumberman, and Russell W. Nowels, 
Nowels Lumber & Coal Co., Rochester, Mich., 


who perfected the new system. 











Dealer Checklist for Selecting a Kitchen Cabinet Line 


{Used by Wolf Supply Co., York, Penna.) 


MERCHANDISING AND MANAGEMENT AIDS 


A. Franchises—some exclusive. 
B. Factory or distributor representative—personal help and service. 
|. Merchandiisng planning, problem solving, complaint han- 


H. Dealer decals and labels. 

|. Counter cards and signs. 

J. Films for PTA, church groups, etc. 

K. Factory representative to conduct kitchen clinics locally on be- 


dling, order expediting. 


half of dealer. 


2. Source of ideas and methods successfully used by others. 


C. Adequate stocks and delivery service direct or through distrib- 


utor. 
|. Little or no inventory necessary. 


D. Sales contests, prizes, and awards for dealer and his personnel. 


PERSONNEL TRAINING AIDS (Training in Product Knowledge, 
Kitchen Planning, Drawing, Decorating, Color, Salesmanship) 


A. Planning kits. 


SALES TOOLS AND SELLING AIDS 


|. Work and layout sheets, graph paper. 


2. Templates. 


3. Three dimensional model kits. 


B. Kitchen decorating and color scheme aids. 
Factory custom kitchen design service for large jobs. 


re re Cc. 
. t 
A. District, Distributor, and Factory Schools (! day to 2 weeks) D. Customer plan-it-yourself kits and primers with scale cutouts, etc. 
E. 


|. Basic, advanced, refresher courses. 
2. Work graded; reports to employer; certificates. 


B. Textbooks and manuals. 
C. Dealer training films. 


ADVERTISING AND PROMOTIONAL AIDS 


. Ad mats, suggested copy and layouts. 
. Radio spots (scripts). 
. TV film spots. 


. Envelope stuffers (imprinted or place for imprint). 
. Financial participation in local dealer advertising or promotions. 
. National advertising and lead referrals. 

. Architects’ descriptive literature and Sweet's catalog inserts. 


Color systems, complete line of packaged paints and finishes with 
color chips and samples. 


|. For on-the-job finishing and later redecorating. 
F. ''Permanent'' complete kitchen displays at distributor showrooms, 
national housing center, etc. 


Samples, small display setups. 


G. Product guarantee certificates. 
H. 
s 


Catalogs in full color. 


MISCELLANEOUS AIDS 
A. Specification sheets (sizes, shapes, weights, etc.) and price books. 


B. Installation instruction booklets. How-to-do-it instructions and 


formulas for color and finish systems. 





Making Kitchen Modernization Pay 


Advice given on how to sell appliances 


and cabinets together with the package of 


building materials at a profit. 


The clinic on kitchen modernization 
was long on facts and short on theory. 
With Dwight L. Davis, H & S Lum- 
ber Co., Charlotte, N. C., as chairman, 
the panel members agreed that few 
“big ticket” modernization packages 
could be more profitable, if promoted 
actively. 

Dealer "musts". Joe Karner, kitchen 
manager, Merritt Lumber Co., Allen- 
town, Penna., led off by giving “musts” 
for running an efficient kitchen de- 
partment. His points: a showroom 
must be good but not elaborate. A 
dealer should show basic styles, but 
should avoid duplication. 

Other pointers: spend 40% of all ad- 
vertising in newspapers. Select a 
salesman who can measure exactly and 
can draw rough plans; one who knows 
structure and who can talk electrical 
and plumbing intelligently. A knowl- 
edge of color is helpful and he should 
dress tastefully. 

Karner said the housewife is the 
No. 1 factor in selling a kitchen. Play- 
ing up to her desire for individuality 
is basic for closing the sale. A good 
first question: “What is your favorite 
color?” Call-backs never run over a 
week at Merritt’s. 

Other tips: prepare a brochure for 
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sketches, literature, etc. for use on the 
first call. Prepare decals with the com- 
pany name for completed jobs. Have a 
form for the installation men to con- 
trol the job. Glass wax cabinets after 
installing, broom clean every job; a 
temporary plumbing hookup for the 
customer while the job is in progress. 


Salesman's compensation. Ray De- 
Ville, DeVille Lumber Co., Canton, 
Ohio, stated he believed manufacturers 
were offering excellent training for 
salesmen. He said it was his opinion 
that the right compensation plan for 
salesmen was even more important. 
DeVille illustrated several plans. 


These included: 
Starter Plan 

Sales $160,000 
Gross Profit .. : .. $33,333. 

(Using Compensatory Pricing) 

Manager ery re i 
Your gross 
Manager, 3 salesmen plan 


$225,000. 


75,000. 


25,000. 
16,666. 


Salesmen 
Manager 


Net profit 
Use sales helps. Bill Wolf, Wolf 


$22,222. 


$33,333. 


Supply Co., York, Penna., supplied 
dealers with a convenient checklist 
(see box) for deciding if a cabinet 
manufacturer was really ready to 
back up the customer. 

Selling built-ins. J. I. Zar, Hotpoint, 
Chicago, outlined two important trends 
in kitchens: declining popularity of 
unfinished cabinets and the demand for 
a complete kitchen with the latest in 
appliances and accessories. Zar gave 
figures showing saturation on free- 
standing appliances (96% on ranges). 
By way of contrast, he said the mar- 
ket for built-in appliances was hardly 
scratched (6.6%). 

It was his belief that a woman’s 
desire for built-in appliances fre- 
quently triggered a complete kitchen 
remodeling job. 

Lumber dealer market. Richard 
Becker, Preway, Inc., Wisconsin 
Rapids, Wis., said that the majority of 
manufacturers producing built-in ap- 
pliances favored the lumber dealer be- 
cause he could do a one-stop job on 
kitchens. 

Built-in appliances cannot be dis- 
tributed from discount houses, because 
they do not reach likely prospects. In 
addition, they cannot plan kitchens or 
make the installations. 

Becker concluded by giving recent 
figures from an NRLDA-AMERICAN 
LUMBERMAN dealer survey, which 
showed that 25% of the dealers ques- 
tioned were selling built-ins with 9% 
ready to take them on shortly. 
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SLIM JIM recommends... 
A NEW HIGH-QUALITY 


BARB AT LESS COST 


It you have tough barbed wire competition, here is the answer— 
NEW USS American “Ranger” Barbed Wire. It is as strong 
and easy to stretch as all American Barb, but lower in price— 
just right to sell to cost-conscious customers. 

“Ranger” is not just another barbed wire—it is made of spe- 
cial high-quality steel with tensile strength about 20% higher 
than regular 1214-gauge barb. And what’s more, it’s backed 
by the engineering and metallurgical know-how of United ' 
States Steel. 

This NEW low-priced 1314- gauge Barbed Wire is made with 
2-point and 4-point 14-gauge barbs which are securely wrapped. 
It is the NEW barb your customers want! Write American 
Steel & Wire for complete information. 





Made By America’s Largest Manufacturer of Barbed Wire 


AMERICAN STEEL & WIRE 


DIVISION 


UNITED STATES STEEL 


AMERICAN STEEL & WIRE GENERAL OFFICES: CLEVELAND, OHIO 
COLUMBIA-GENEVA STEEL DIVISION, SAN FRANCISCO 
TENNESSEE COAL & IRON DIVISION, FAIRFIELD, ALA. 

UNITED STATES STEEL EXPORT COMPANY, NEW YORK 
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SALES BUILDER STORE drew big crowds. Th 


of sales area included most products found in a retail store. 


6,000 square feet 


shown in one area. 


PIECE-PRICED LUMBER SHORTS displayed for self-service were 


Hardware, Lumber Combined in NRLDA Store 


How much does a store like the 
NRLDA model cost? How much vol- 
ume will it do? Should every salesman 
be qualified to advise customers? 
Where do you find temporary help? 
Since there is no consumer counter, 


where do you write sales tickets? Do 
open bins encourage pilferage? 
These were some of the questions 


dealers raised at the 1958 Sales 
Builder Store Clinic. Answers came 
from store designer Joseph Guillozet, 
Cleveland, and Robert A. Jones, exec- 
utive vice-president, Middle Atlantic 
Lumberman’s Association, Philadel- 
phia. 

Display ideas. The 6,000 square foot 
model store built in the Convention 
Hall was fitted with fixtures ($17,000 
worth) and completely stocked with 
merchandise. Self-service lumber and 
plywood racks were a feature. 

Guillozet pointed out that the model 
store was not recommended for every 
dealer, but served as a source of ideas, 
which dealers can adapt to their pres- 
ent layout. 

“It isn’t quite a hardware store (no 
pots and pans) and not quite a lum- 
beryard,” he explained. “Rather, it’s a 
combination hardware store with a 
selling shed in the rear, designed with 
a feeling of space and cleanliness.” 

The store is designed for staffing by 
four full-time employes with 1% ad- 
ditional people on Friday nights and 
Saturdays. Jones recommended re- 
cruiting extra salesmen from the 
ranks of school teachers, bus drivers, 
firemen and mature high school and 
college students. Experience isn’t 
necessary, but green help with the 
possible exception of a manual train- 
ing teacher, shouldn’t work on the 
lumber desk. Women make the best 
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clerks for this type of store, but one 
man must be thoroughly experienced 
in products and projects to answer 
consumer questions and qualified to 
train others. 

Profit expected. Backed by proper 
advertising and promotion, Guillozet 
claims that this type of store will show 
a 10% increase in volume over the 
ordinary store. He said advertising 
should be 3% of gross sales. Store 
inventory of $32,000—$36,000 is suffi- 
cient, he said, to do an annual volume 
of $250,000 with inventory turning 
seven times. Estimated net profit of 
10-12% can be expected if the store is 
efficiently managed and has adequate 
inventory. 

Merchandise is inventoried on loose 
leaf sheets by fixtures. There are no 
stock rooms. Merchandise is received 
and marked on the floor and put in 
back or forward stock by the sales- 
men. Bins are kept clean by a tank- 
type vacuum cleaner. Shopping carts 
are not used. 


— 


All merchandise is priced and openly 
displayed — small items are binned. 
Pilferage has not been a problem in 
the 10 stores now in operation. 


Tool display. Lightweight power and 
hand tools are permanently fastened 
to a solid dark blue-gray wall, which 
accentuates the display. Perforated 
hardboard isn’t used because small 
tools tend to merge into the back- 
ground. Perforated hardboard, how- 
ever, is used to show off garden tools. 

Tool orders are filled from inventory 
to avoid time and trouble in replac- 
ing samples. The tool display repre- 
sents an investment of $800. 

Cash sales are rung up on the cash 
registers. Charge sales are written up. 

A community of 5,000 families with- 
in a radius of five miles is required to 
support such a store. This may vary 
if the town is a county seat and ac- 
cording to the competitive situation 
number of hardware stores in the 
area and Sears’ outlets. 


STORE DESIGNER GUILLOZET explains features 
of the Sales Builder Store to inquiring dealers. 
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Home Center 


Idea Popular 


Slides of dramatic “home center’ 
stores designed for big-ticket sales 
were warmly received by Exposition 
visitors at the American Lumberman 
booth. These stores were depicted in 
the October 28th issue of this maga- 
zine. 

The A.L. retail development team of 
James L. Lindenberger, architectural 
consultant, and Paul Ergang, store 
planning consultant, showed the slides 
and counseled dealers on store prob- 
lems during the show. 

American Lumberman editors 
pointed out the great need for stores 
today in this industry is for inclusion 
of adequate and dramatic home plan- 
ning departments, with end-use dis- 
play of building materials and prod- 
ucts as an aid in selling profitable big- 
ticket packages, both new homes and 
major modernization. The heavy at- 
tendance at Exposition clinics dealing 
with package selling and construction 
bore out the essential soundness of the 
home center type of store design. 

The stores designed by Lindenberger 
all have sizable hardware and other 
pickup sections, in addition to model 
kitchens and other big-ticket package 
displays. In addition, Lindenberger’s 
designs employ structural display of 
modern buildings materials sold by 
the individual dealer, the structure it- 
self serving as a dramatic showplace 
of the dealer’s wares. 

(The Model Store at the Exposition, 
pictured on the facing page, had a 
wall of building material samples, but 
no planning center as such; it was 
primarily a high-volume, do-it-your- 
self supermart). 

In addition to current clients, 11 
new clients were obtained by Linden- 
berger and a February consultation 
trip is now scheduled for New Eng- 
land, the Central and Deep South, he 
said. 


, 


TWO DEALERS, who are planning to build 
new showrooms and stores next year dis- 
cuss plans with James N. Lindenberger, 
American Lumberman’s architectural consul- 
tant, right. The dealers are Walter D. 
Evans, Evans Lumber Co., South Charles- 
ton, W. Va., left, and Henry J. Munnerlyn, 
former NRLDA president, Benettsville, S.C. 





ROOFING IS APPLIED to Pruden framed building in de 
framing is through lumberyards. 


CLOSEUP OF SPAN is seen by H. T. Pat- 
rick (r.), Gordon Supply Co., Mt. Pleasant, 
Texas, in Belson Co. booth at Exposition. 


SAMPLE SPANS displayed for visiting 
lumber dealers at Cuckler Co. booth. 
Manufacturer reports excellent success in 
lumber dealer field. 


Report Dealer Sales Success 
With Steel Frame Buildings 


ments in all areas, spokesmen for the 
manufacturers said. 

Dealers can buy the steel frame 
packages for erection by their own or 
sub-contractor crews; or, in some 
cases, the steel frame producer will 
provide erection of the frames. 

Among lumberyard case examples 
cited by the manufacturers was a 
27,500 square foot structure recently 
sold by the Schultz Lumber Co., Evans- 
ville, Ind. 


Clear-span steel building frames 
distributed through retail lumber 
dealers was one of the newest market- 
ing developments demonstrated at the 
Exposition. 


Three fabrication firms exhibited 
frame packages which enable the lum- 
beryard to broaden its marketing po- 
tential in the commercial, farm and 
utility building fields. Most of the 
steel frames will meet code require- 
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Book on Store Planning 


A 40-page illustrated booklet based The book has separate chapters 
on the 1958 NRLDA Sales Builder based on the dealer’s major depart- 
Store described on the facing page is ments covering paint, power tools, wall 
available in individual copies and bulk and floor tiles; open binning; show- 
rates at Plan, Inc., 1528 Walnut St., room and selling shed; self-service on 
Philadelphia. The price of separate long lengths, etc. It is beautifully il- 
copies is $2.50. lustrated and clearly written. 
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These Dealers @ Conduct 


Remodeling This Way 


Survey Results—Remodeling Profit-Rama 


. 27% of dealers submitting questionnaires have carpenters on 
payroll; employ average of 7 carpenters each. 


. 75% of dealers submitting questionnaires have salesmen for re- 
modeling; employ average of three salesmen each. 


. 23% of dealers with salesmen pay commission; average 3!/2%. 


Most perplexing problems in modernization business: 


a. Construction labor 


b. Lack of good salesmen 
c. Display & promotion .. 


d. Estimating . 
e. Financing 


. Dealers reported their best-selling modernization package as 


follows: 
|. Kitchens 


. Recreation rooms 


2 

3. Add-a-room 
4. Garages 

5. Roofing 

6. Porches 

7. Patios 


. 24%, 
..21% 
18%, 





Remodeling Sales Tips Told by Dealers 


Advantages of working through contractors or hiring own 


crews explored by panelists. 


Dozens of ideas to enable dealers to 
make profitable home improvement 
sales were suggested by four lumber- 
men in the “Profit-Rama Clinic.” More 
than 500 dealers crowded the meeting 
room. 

The advantages of running your 
own construction crew were explained 
by J. H. Coman, Jr., Coman Lumber 
Co., Durham, N. C. Their department 
is labeled “Coman’s Operation Home 
Improvement.” 

Since they opened their own home 
improvement department to sell the 
whole package, including labor, their 
two carpenters and two helpers have 
had but two two-hour slack periods, 
Coman said. 

Coman emphasized the importance 
of promptness in following up leads; 
courtesy and neatness of each crew 
member (Coman’s are uniformed); 
clean equipment kept in top condition. 

Coman’s minimum charge for any 
job is $5. Carpenter time is billed out 
at $2.50 per hour; helper’s time at $1 
plus a 15% charge added to labor and 
materials. Coman keeps his crew alert 
and happy by a 10% incentive based 
on what the job actually costs and the 
contract price. This setup has en- 
abled the crew foreman to make $1,- 
200-$1,800 annually in incentive pay. 

Every remodeling lead involving an 
estimate costs $15-$20, Coman figures. 
Lead handling procedure is as follows: 
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crew foreman calls and makes labor 
and materials estimate and offers ad- 
vice; after pricing the job back at the 
office, department manager delivers 
the bid plus samples of proposed ma- 
terials and tries to get the contract 
signed at once. 

Coman’s offers six different financ- 
ing plans: 30-day account; 90-day ac- 
count; 10-month revolving accounts; 
bank lcan; FHA Title I; GE credit 
plan on kitchens only. Coman also em- 
phasized the value of before and after 
pictures of completed jobs as sales 
tools. 


owe 29 
fn ye 


Credit program. A comprehensive 
credit program tied to customer rela- 
tions was described by Norbert C. 
Coutu, Coutu Lumber Co., West War- 
wick, R. I. A direct mail promotion, 
which brought 400 returns, revealed 
that garages, and breezeways were the 
most wanted home improvements fol- 
lowed by remodeled basements, attics, 
recreations rooms and kitchens. 

Coutu said that 95% of their busi- 
ness is done on credit. Customer credit 
cards are the basis of a big children’s 
Christmas promotion. The firm hires a 
full-fledged railroad train for a two- 
hour ride for children. Tickets are 
available free at the yard to those cus- 
tomers who are already credit cus- 
tomers; those who open new accounts 
or those who buy $10 worth of mer- 


“PROFIT-RAMA" PANEL (I. to r.) Gordon J. Lawler, editor, American Lumberman; 
Norbert Coutu, Coutu Lumber Co., West Warwick, R. I.; C. Albert Stephan, Peter 
Lumber, Philadelphia, Penna.; J. H. Coman, Coman Lumber, Durham, N. C.; R. A. Parker, 


Parker Lumber, Ponca City, Okla. 
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Crossett Lumber is Better 
Lumber because... 
Jimmy Golden is on the Crossett 
“team.’’ Jimmy is an expert 
planing machine operator who 
for 39 years has taken great 
pride in producing for you the 
finest lumber in the land. 























LUMBER COMPANY 


A Division of The Crossett Company 


COMPASS SAO Ss eT T. ARKANSAS 
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REMODELING 


(begins on page 38) 





chandise. The train promotion has 
drawn 55-60 new credit accounts. 

Plans in detail. Here are the details 
of Coutu’s six financing plans. 


1. Open account. Payment due 
within 30 days after receiving 
invoice. Customers who pay 
within 10 days after receiving 
invoice are entitled to a 2% dis- 
count. 

Customer may pay 50% of his 
bill in 30 days, balance in 60 
days. 


3. Installment note basis: on larger 


bills, a customer has 90 days to 
complete his payments; he pays 
one-third of the bill every 30 
days. A 6% interest is charged 
on the 90-date note, but there 
is no additional service or carry- 
ing charge. 


On bills ranging from $150 to 
$2,500, the firm will arrange an 
FHA Title I loan with monthly 
payments from six months to 
three years. No down payment 
required. 


For construction loans for which 
a customer is not eligible under 
Title I FHA, Coutu will handle 
the financing through a lending 


HERE ARE 


THE FACTS! 


Before you specify — check the advantages of 
Western White Spruce from Alberta, Canada. 
Light, strong, versatile Western White Spruce 
is available for fast shipment to any point 


in the United States. 


ALBERTA 
FOREST 
PRODUCTS 
ASS’N. 
CANADA PERMANENT BUILDING 
10126 - 100 STREET, EDMONTON . 
ALBERTA, CANADA a ijaange 


- ADDRESS 


Circle No. 16 on Coupon, page 66 


ALBERTA FOREST PRODUCTS ASS’N. 
CANADA PERMANENT BUILDING ; 
10126 - 100 STREET, EDMONTON 

ALBERTA, CANADA 


PLEASE SEND FREE BOOKLET ON USES OF WESTERN 


WHITE SPRUCE. 








institution. These loans may go 
up to $2,500 with 6% interest 
amortized over the payment pe- 
riod which ranges from six 
months to five years. No down 
payment required. 


For loans over $2,500, Coutu will 
arrange a regular FHA, VA or 
bank mortgage loan. These loans 
require a down payment. 


“The customer is more interested in 
knowing what his monthly payment 
will be, rather than his interest 
charge,” declared Coutu, who says his 
firm opens 200-300 charge accounts 
annually. 


Classify contractors. Contractors 
should be classified according to their 
job proficiency, individual job special- 
ty and personality, suggested C. Albert 
Stephan, Peter Lumber Co., Philadel- 
phia, who served as clinic co-chairman 
with American Lumberman’s editor 
Gordon J. Lawler. 

Stephan urged dealers to keep their 
showrooms fluid so that easy rear- 
rangement is possible to bring custom- 
er into contact with new products. He 
said he has set aside 100 square feet 
of floor area for special demonstra- 
tions by manufacturer’s representa- 
tives over a 47-week period. One bene- 
fit of this program is that it has 
brought the suppliers down to the 
consumer level. 

Urging dealers to price for profit, 
Stephan advised them to “get profit 
conscious instead of discount con- 
scious.” 


Planned advertising. Key your ad- 
vertising to your overall sales plan, ad- 
vised Robert A. Parker, R. A. Parker 
Lumber Co., Ponca City, Okla. He 
urged dealers to get local color into 
their ads and to use a top-flight mat 
service like American Lumberman’s 
ADservice. 

Parker says he uses mainly news- 
paper advertising with radio as a 
secondary media. Give-away mending 
kits for the ladies, advertising Park- 
er’s repair service, have been popular. 

Parker said his firm contracts di- 
rectly with the person paying the bill, 
thereby controlling the sale. He urged 
dealers to buy building lots to further 
control the sale. Parker has a real 
estate license himself. 


Latex Paint Production Zooms 


Latex paint production more than 
tripled in the 1947-56 period, with 
vinyl-based paints showing the larg- 
est growth in the 1954-57 period, ac- 
cording to John D. Beggs, sales man- 
ager of the resin division of National 
Starch Products, Inc. 

Beggs said that if this trend con- 
tinues, approximately 22 million gal- 
lons of vinyl paint will be produced in 
1958. He expects phenomenal growth 
in vinyl paint production for the next 
five years. ij 
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“PLUG-DOOR" BOX CAR, shown at left at Philadelphia 
Exposition, was reported the most favored type of rail 
equipment suitable for unit-loads of lumber. It was esti- 
mated that several thousand of these cars are now in 
production by railroads. Norman P. Marvin, assistant 
freight traffic manager of Union Pacific Railway (center, 
in photo, inspecting plug door), said that U.P. has 525 
of these cars in use, and 200 on order for 1958. The car 
has 16" opening. Shipment shown stopped at convention 
in transit from Potlatch Forests Inc., Lewiston, Idaho, to 
West Haven (Conn.) Lumber Co. 





Unit-Load Progress, Problems Aired 


National program for packaged lumber discussed by re- 


tailers and manufacturers at clinic. 


Though generally regarded as a pro- 
gram of utmost necessity, unitized 
lumber shipments are wrought with 
problems for both retailer and lum- 
ber mill, it was revealed in an Expo- 
sition discussion. 

More than 100 unitized cars have 
been recorded in the continuing 
NRLDA-NLMA test program since 
August of this year—and many more 
unrecorded—but dealers indicated that 
this number could be much higher if 
mills would have processed all requests 
for bundled lumber niade by retailers 
this year. 

Dealers from the floor pointed out 
that they had made frequent requests 
from Western mills for unitized ship- 
ments, either in flat cars or wide-door 
box cars, but in many cases the mills 
were unable to comply with their or- 
ders. Mr. I. S. Turover, a dealer from 
Bethesda, Md., lodged a typical com- 
plaint that he wanted “all the unit 
loads I can buy, but there is only a very 
limited number of mills from which I 
can buy in unit loads.’”’ Another typical 
reaction was from a Louisiana dealer 
who suggested that tally counts be in- 
scribed on all packages, especially 
those which are shipped with covers 
which prevent instant visual tallying. 

George Flanagan of Elk Lumber Co., 
a mill in Medford, Ore., representing 
the National Lumber Manufacturers 
Association, explained to dealers that 
the NLMA is cooperating with NRLDA 
in the joint unit-load test program, but 
that costs of mill loading conversion 
has hindered full-scale development as 
yet. He predicted, however, that the 
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mills were solving their problems and 
that packaged shipments will grow 
rapidly in 1958. A committee of mill 
people are now researching the prob- 
lem of packaging random-length, finish 
and pattern lumber loads, and have 
suggested that new standards should 
be developed, perhaps a 24” wide pack- 
age or module. Orders for small lots 
and mixed assortments are a special 
problem, he said. 

One stud mill of Elk Lumber is now 
set up for 100% unitized shipment and 
the economies from this experiment 
have been substantial, Flanagan said. 

Paul Williams, Winton Lumber & 
Sales Co., Inc., Minneapolis, Minn., said 
that his company started shipping unit 
loads a year ago and is now one of the 
largest shippers of bundled lumber on 
the West Coast. 

Dealers were urged to join the 
NRLDA-NLMA test shipment program 


by writing to Robert B. Brown, mate- 
rials handling director, National Re- 
tail Lumber Dealers Association, 302 
Ring Bldg., Washington 6, D. C. Some 
400 dealers are now participating in 
the test, Brown said. Each participa- 
ting dealer receives a list of coopera- 
ting mills and wholesalers. Forms are 
provided for dealers to report condi- 
tion of cars received. 

J. C. O’Malley, O’Malley Lumber 
Co., Phoenix, Ariz., an active pioneer 
in development of packaged lumber 
techniques, and also president-elect of 
NRLDA, advised dealers to request 
unit loads, so that the mills can see 
the potential and move forward with 
loading changeovers. John Moeling, 
Sterling Lumber and Supply Co., Chi- 
cago, reviewed the great progress al- 
ready made in the short span of three 
years by dealers, the NRLDA and ag- 
gressive mills. 

A joint meeting of the NRLDA 
materials handling committee and lum- 
ber manufacturers further discussed 
ways and means of solving the prob- 
lems in unit-load development. (See 
also A. L. Newcast, page 7 this issue.) 
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UNIT-LOAD DISCUSSION included (|. to r.) Robert B. Brown, NRLDA; John Moeling, 
Sterling Lumber, Chicago; J. C. O'Malley, O'Malley Lumber, Phoenix, Ariz.; W. J. Salmon, 
Building Supply News, Chicago; Geo. Flanagan, Elk Lumber, Medford, Ore.; Paul Wil- 
liams, Winton Lumber Sales, Minneapolis, Minn.; and G. F. Prange, National Lumber 
Manufacturers Association. 
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HALF-MILLION DOLLAR PARADE of new 
materials handling and delivery equip- 
ment was a treat for dealers attending 
the Exposition each day. Typical crowd 
of dealers viewing outdoor demonstrations 
shown at left. “"Umbrella’’ pole-shed par- 
tially seen at left in picture. Robert B. 
Brown, materials handling director of 
NRLDA, controlled the demonstrations 
with aid of FM radio telephone and "'Han- 
dy Talkie” unit. Materials and men were 
provided by Middle Atlantic Lumbermen's 
Association. 


Crowds Marvel at New Mechanical Equipment; 
Panel Explains Lumber Shed Trends 


Every day was materials handling 
day at the 1957 Exposition, as por- 
trayed in demonstration scene at top 
of this page. 

Among the equipment shown for the 
first time at the annual show were 
electrically-powered lift trucks and an 
array of delivery trucks suited for 
modern lumber and building materials 
loads. “Doodle bugs’ — electrically 
operated hand trucks — caught the 
fancy of visiting lumbermen. 

Methods of covering lumber and ma- 
terials with prefabricated, asphalt- 
impregnated kraft paper shrouds were 
demonstrated, as well as polyethylene 
film used for this purpose. Strapping 
techniques were demonstrated both 


outdoors and in manufacturers’ booths. 

Low-Cost shelters. Modern lumber 
storage facilities tend to be economi- 
cal “shelters” rather than expensive 
and enclosed structures common in 
the past, according to a panel of ex- 
perts. 

Still rising in dealer popularity, it 
was said, is the pole-frame type of 
construction, or similar systems which 
can be erected at $1 a square foot. 
“Trees” for outdoor storage of lum- 
ber is also a continuing trend, it was 
said. 

The panel emphasized that old sheds 
can be economically converted for me- 
chanical handling by simple elimina- 
tion of alternate posts, adding trusses 


to the old sheds for support. For me- 
chanical handling, shed bays should 
be as wide as possible—approximately 
30’ in width. Modern “open” sheds 
are designed so that materials are 
stacked toward the center of the struc- 
ture, rather than having a center aisle. 
Also, when designing sheds, the ad- 
ditional space requirements for use of 
end-loaders should be considered. 
Deyo W. Johnson, Wm. H. Deyo 
Co., Inc., Ellenville, N. Y., moderated 
the panel of L. R. Aldrich, Jr., Aldrich 
Lumber Co., Billings, Mont.; Joseph 
W. Brosius, Brosius & Smedley, Wil- 
mington, Del.; Grant W. Facer, Kaiser 
Aluminum Co., Chicago; and W. J. 
Salmon, Building Supply News. 





Four Farm Dealers Explain Best Sales Ideas 


("Getting More Farm Business" Breakfast Clinic) 





® Delivery, a plague of rural business, can be conquered by 
dividing your trade area into five sections, as done by Maurice 
R. Large, Farmville Mfg. Co., Farmville, Va. Each section is 
serviced one day a week, except of course for full loads. 

Large also “likes to sell water systems" because the sale 
includes the pump, pump house, pipe, kitchen sink and cabi- 
net, drain and cess pool and materials for a bathroom. 


@ Conducting an open house at least once a year is an ex- 
cellent way of winning farm trade, said A. B. Russell, Russell 
Fuel and Supply Co., Wolcott, N. Y. "At this time refresh- 
ments are served, and we provide a program such as erecting 
a pole-frame shed. An effort is also made to attend all com- 
munity agricultural field days and extension days.” 


@A meeting place on the second floor of George H. 
Worch Lumber Co., Versailles, Ohio, is ideal for farm groups, 
said Homer Prakel of that firm. Kitchen facilities for 125 
persons are included. 

Prakel's firm hires a woman consultant to work with women 


in designing kitchens. She finds that farm women are as eager 
to have the latest, most convenient kitchen as their city 
cousins, 


@ Four years ago we hired a carpenter and it was the 
smartest thing we ever did insofar as our farm trade is con- 
cerned," said Arthur J. Henry, Arthur J. Henry Lumber Co., 
Neffs, Penna. "Previously we'd arrange for a contractor to do 
the farmer's work but he often would not appear on time and 
trouble started. With factory workers you can apologize—but 
not with the farmer. When the corn is harvested, the crib 
has to be ready." Now when a farmer calls at the Henry 
Lumber Co., a man is available to do his work ON TIME. 


@ All the dealers indicated that they adapted payments to 
the needs of farmer customers. The farmer's note is taken to 
the bank with his financial statement and endorsed with 
recourse. Payments are then arranged to fit the time of the 
farmer's income. 
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Win DOWS 


Your customers (both builders and 
owners) judge you by the products you 
sold them last year and the year before. 
Cut prices and off-brand products may 
increase sales a little, today, but sound 
business is built on repeat orders. 


R-O-W Windows are priced competi- 
tively with other quality wood windows 


and your customers get the exclusive 
lift-out mechanism and the patented 
LIF-T-LOX balance as a bonus. Build 
sales now and for the future by recom- 
mending R-O-W windows. 


R-O-W and LIF-T-LOX are the registered trade-marks of the R-O-W Sales Company WINDOW BALANCE 


R-O->W SALES COMPANY 
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The Dealer Profit Picture 


—Summary of survey made at NRLDA Management Clinic 


Gross Profit as a % of Sales 


Expenses as a %/ of Sales 
Net Profit as a % of Sales 


Net Profit as a % of Net Worth 


JHVUNNQONNVOLYQO0NV0ONH00LNOOCSOOUAVOTAOOOLYOOAAOOUSSOOEOOOUUSSOUTHOOATOOLAVOUSOUOUAYOOUUAROUAOO ANTAL 


TRA LLLHTTALERAT LE 


Range 
17%, to 35% 
12% to 31% 

—8%, to 11% 

0-32%, 


Average 
23.4%, 
20.8% 
4.06%, 

8.8%, 


YHVUVQOULVOULUAUUAUOALUOUALUCLLOUAYOLLYOUAAOAALUUULUUEOU LAU 
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How Cost Control and Credit Sales 
Will Increase Profits 


More than 400 dealers were told that 
earning greater profits should be 
keyed to increased consumer sales, 
skilled use of employe _ incentives, 
wider use of credit and a tight, item- 
ized budget for the entire year. 

The breakfast clinic on profit plan- 
ning for large yards produced scores 
of practical management ideas. Co- 
chairmen George S. Withy, W. R. 
Shaw Lumber Co., St. Paul, Minn., and 
Art Hood, American Lumberman, 
were kept busy with questions at the 
end of the formal session. 


Consumers profitable. John C. Lun- 
ney, Rob-Lun Lumber and Builders 
Supply Co., Niagara Falls, N. Y., was 
the first panel participant to speak. 
Lunney described the sales improve- 
ment his concern had noted this year 
after adding a special salesman for 
consumer selling. Profits in 1956 were 
only 1.5%, but have reached 3.8% so 
far this year, after switching to a 


BUDGET SYSTEMS that build sales volume 
were explained by George S. Withy, W. R. 
Shaw Lumber Co., St. Paul, Minn. Withy 
said that his "House Doctor" promotion 
had established his yard as home improve- 
ment headquarters. 
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stronger emphasis to consumer promo- 
tion. 

Rob-Lun’s new consumer salesman 
has sold more than $71,000 worth of 
business during the six months he has 
been employed. The firm’s overall sales 
are up 11% this year. 

“Compensatory pricing is the an- 
swer to pricing for consumer sales,” 
declared Lunney. “You’ve got to gear 
your prices to your services.” Since 
installing compensatory pricing and 
adding an outside salesman, Lunney 
said his net profit has risen from 1.5% 
to 3.88%. He urged dealers to sell the 
complete package. This policy, he said, 
will not exclude competition, but will 
help contractor customers in the long 
run as well. 


Reduced employe turnover. There 
will be less employe turnover with the 
right incentive program, according to 
Charles West, West Lumber Co., At- 
lanta, Ga. He based this opinion on 


; 
a * 


HIGHER NET PROFIT is reported by John 
C. Lunney, right, Rob-Lun Lumber and 
Builders Supply Co., Niagara Falls, N. Y., 
after installing compensatory pricing sys- 
tem. American Lumberman’s Art Hood, clinic 
co-chairman, left. 


the profit-sharing program used in his 
organization for executives and sales- 
men, 

He estimated that losing a trained 
employe after three or four years cost 
him at least $5,000. Since beginning 
the program, West’s turnover has been 
cut drastically. 

While the West profit-sharing pro- 
gram is essentially for department 
heads and salesmen, all employes share 
a percentage of profits based on earn- 
ings and length of service. The pro- 
gram for executives is tied to sales 
performance and administrative skill. 

A profit-sharing plan, West said, en- 
courages salesmen to sell the most 
profitable items and to keep prices up. 
It has also reduced the company’s oper- 
ational and sales expense. 

“While I’m here,” West added, 
“there are 35 people back home work- 
ing just as hard for a profit as I am.” 

West suggested one idea that has 
helped his firm stabilize stenographic 
help: a week’s paid vacation to a place 
of their choice. 


Financing and profits. George S. 
Withy, W. R. Shaw Lumber Co., St. 
Paul, Minn., described the five methods 
for financing customers employed in 
his yards. He said he believed the mer- 
chandising of easy financing was es- 
sential for solid growth and better 
profits. 


Withy uses: 
FHA Title |. 
Budget plan (with 6% on balances). 
A 3-pay plan (30,60,90 days) 
Revolving credit. 
A new flexible plan with a credit 
ceiling. Customers are required to 
pay 10% on the balance due each 
month. The charge is le for each $1 
not paid. 

“Take a dead beat customer and put 

him on a budget plan and you’ll never 
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have any trouble with him,” declared 
Withy. 


Plan the year. Ed Mathieu, Mathieu 
Lumber & Supply Co., Blue Island, III., 
described his detailed budget and pro- 
motion programs developed each year 
for his yard. He told how he recently 
divided his company into three divi- 
sions for better cost control; building 
materials; contracting; own accep- 
tance corporation for handling finan- 
cing. 

He emphasized that records should 
not be stored away, but should be con- 
stantly studied and used as a guide. 
Mathieu now uses daily reports for 
better control of his business. 

While he said good records were es- 
sential, he said well-trained, satisfied 
employes are more important. 

“We hire the family as well as the 
man in our yard. We try to keep the 
entire family sold on our company 
with parties, picnics and recently, for 
example, fiu shots for everyone,” 
Mathieu said. 

Weekly meetings are used to keep 
every employe up to date on sales per- 
formance and products. They also 
learn details of future advertising 
and merchandising plans. Meetings are 
held each Wednesday at 5:15 with a 
meal served by a caterer. 

One employe is picked to talk on two 
different products. This has the dual 
benefit of inducing him to study up on 
the subject and inform others at the 
same time. 





SIDELIGHTS 











Rumors that “Muttnik” had landed 
in the Cash-and-Carry Clinic were set 
off by a series of staccato barks at ap- 
propriate points in the meeting. 

“Muttnik” almost invariably let go 
at the same time dealers applauded. 
When “Muttnik” wandered up in front 
of the speaker’s platform, he revealed 
himself as a dirty, scraggly mongrel. 
Later “Muttnik” was seen enjoying 
the components clinic. 


Probably it will be a long time be- 
fore NRLDA members will order a 
roast beef sandwich. The beef sand- 
wich luncheons at $3 a head drew 
more “beefs” than anything else on 
the program. 

Clinic chairman Ludwig tred to stem 
the criticism by pointing out that the 
charge also paid part of the clinic 
cost. One result: no more luncheon 
— at the Chicago convention in 


Many lumber dealers who crowded 
Bookbinder’s, Philadelphia’s No. 1 
restaurant, had a friendly argument 
over which of the two Bookbinder’s 
is the “original” restaurant. 

One is a three-generation affair and 
another displayed a newspaper car- 
toon of a man who had eaten there 
every day for 58 years. “You pays 
your money and you takes your 
choice.” 
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SMALL-YARD PANEL included (I. to r.) William H. Stine, Stine Lumber Co., 
Bryan, Ohio; John H. Seiler, O. H. Paddock Lumber Co., Pana, Ill.; J. W. 
Parshall, Building Supply News, Chicago; and Coleman Stromwasser, Freehold 


Lumber Co., Freehold, N. J. 


Profit Planning for Small Yards 


Four aspects of anticipating profits 
—periodic checking, pricing, budgeting 
and measuring overall performance— 
were discussed at the clinic, “Profit 
Planning for Small Yards.” 

John R. Nowels, Nowels Lumber and 
Coal Co., Rochester, Mich., told how 
cost accounting used in his company’s 
four retail yards provides a trial bal- 
ance the 15th of every month. 

“We find at the end of the year our 
inventory comes remarkably close to 
the figure which has been determined 
by our continual cost checking sys- 
tem.” 


Regular meetings. Regular staff 
meetings are held to discuss promo- 
tion and sales plans, also new prod- 
ucts to be added. Nowels figures each 
salesman must sell $4,000 monthly to 
pay his way. When sales fall below 
this figure, the employe is laid off. 

In discussing profit pricing, William 
H. Stine, Stine Lumber Co., Bryan, 
Ohio, insisted that every dealer should 
pay himself wages. 

“The profit you make is the profit 
you earn on your investment,” said 
Stine. “In our business we aim for 
10% of gross sales. To get this, we 
must make a gross profit of 27%. Our 
markup is 38-40%. The only discount 
we allow, except some concessions to 
new-home builders, is 2% for cash. 

John O. Seiler, O. H. Paddock Lum- 
ber Co., Pana, IIl., presented these 
definitions: “A budget is a plan for 
profitable spending—a chart for ac- 
tion. Expense control is not a means of 
reducing expenses, but a means of 
figuring in advance your expenses so 
you may increase or decrease them. 
Planned profit is the profit you think 
you should have for a total sales.” 


Budget planning. He then offered 


these suggestions on how to make a 
budget: 


1. By referring to your sales for 
the past several years project your 
total sales for the year ahead. 

2. Compute the cost of materials 
for the coming year on the same basis 
as total sales. 

8. Subtract cost of materials from 
total sales. The remainder is gross 
margin. 

4. Compute operating expenses — 
both fixed and variable. 

5. Subtract total operating costs 
from gross margin. The remainder is 
net operating profit. 

6. Add to the figure computed in 
No. 5 any discounts earned and other 
profits such as interest. The sum is 
total net profit before taxes. This is 
the figure you should aim for. 

Coleman Stromwasser, Freehold 
Lumber Co., Freehold, N. J., remarked 
that an annual statement provides 
data for taxes, bankers, credit agen- 
cies and others. It also shows other 
things—especially whether or not ex- 
penses are too high. 

“But we cannot afford to wait until 
the end of the year to see how we 
made out,” he said. “We need to 
know at regular times during the year 
in order to take immediate corrective 
measure.” 

He said his company is divided into 
three departments: hardware, mill- 
work, dimension. Each department 
has its own manager, who is respon- 
sible for buying, selling and making 
a profit. 

Located in a farm area, he revealed 
that his company is constantly under 
pressure to reduce prices. Rather his 
staff has been trained to sell service 
—to sell the application rather than 
price. 


eee 
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Switch to the HAN NA line 


for more benefits-more sales: more profit 


Hanna guarantees protection and support of its dealers 
in writing through Hanna’s unique Franchise Agreement Plan. 





No company-owned stores. The success of Protected territory. Hanna agrees not to 
the company depends entirely on the success of “dilute” a dealer’s territory by franchising an- 


its dealers. The Hanna line is your line. other Hanna dealer in his vicinity. 














Overnight delivery service. Distribution Hanna quality. Every paint shipment passes 
centers blanket the Hanna territory, permitting rigid laboratory inspection. Hanna paint quality 


overnight delivery service to almost every dealer. keeps customers coming back. 


Advertising and sales support. Nation- 
ally and locally Hanna supports its dealers in 
magazines, newspapers, and on radio. Hanna also 
supplies pre-packaged, traffic-building seasonal 
promotions, and furnishes a wide range of news- 
paper mats, TV and radio announcements, ex- 
ternal and interior store displays for the dealer. 


Hanna Paint helps the Hanna Paint Dealer run the BEST store in town 


Ask the Hanna representative how you can get a 
Hanna Dealer Franchise 


The HANNA PAINT Mfg. Co., Inc. Columbus 16, Ohio 


Pittsburgh ° Birmingham °¢ Dallas 
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¢ | bostitch tools are built tough 
+» | for sales without service problems 


BOSTITCH H4 HEAVY DUTY HAMMER for the rugged jobs 


The only stapling hammer that drives a 3/4” staple. Heavy 
wire legs diverge inside wood for maximum holding power. 
Won't vibrate out. The H4 is scientifically balanced to 
yield the most powerful blow with the least effort. Ruggedly 
constructed and rust resistant for minimum care. A highly 
profitable tool for your building contractor accounts be- 
cause of staple volume it generates. 


BOSTITCH H2B MEDIUM DUTY STAPLING HAMMER 
to for high-speed tacking 


There’s no faster way to install insulation, metal lath, vapor 
barriers — and no more reliable stapler for these jobs. 
Drives staples with 11/32” crowns — 1/4” and 3/8” leg 
lengths (H2B1/2 drives 1/2”’-length staples). Light but 
ruggedly constructed. Easy loading. Rust resistant. Built 
for long, service-free use by contractors and home owners. 





BOSTITCH T5-8 TACKER for builder and home owner 


The popular, all-around tacker to lead your Bostitch sales. 
ty ; Cuts working time on almost any tacking job. Home owners 
like the T5’s easy way with screening, installing ceiling tile, 
and reupholstering. Uses Bostitch staples of .050” x .019” 
wire with 5/32’, 1/4’, 1/2” and 9/16” legs. Solidly built 


n- — yet fits in tight places. Brings steady staple profit as a 
in sales or rental item. 
SO | 
al 
'S- 
x- 
pT. 
Fasten it better and faster with 
Consistent advertising and strong merchandising move these 
Bostitch tools across your counter. And rugged construction i 0 ST | TC 4 . 
keeps them operating, piling up extra staple sales for you. 
Let us show you how profitable the Bostitch line is. Write: STAPLERS AWG SYA PLES 
© Bostitch, 751 Briggs Drive, East Greenwich, Rhode Island. 
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SELF-SERVICE SHED, right, has about 4,500 square feet of floor 


space. It is roofed with corrugated iron and faced with redwood. 


How to make a 





Here are the details from pricing to 


inventory control as worked out by a Los 


Angeles dealer. 


The W. E. Cooper Lumber Co., Los Angeles, has 
found the magic formula to chop down labor costs, in- 
crease their sales volume, maintain a good profit mar- 
gin, relieve traffic congestion in the main shed and 
win new customers by giving them fast and efficient 
service. 

A customer self-service shed is the answer. Cooper 
built a steel beam building in a corner of their asphalt 
parking lot and covered it with corrugated iron at a 
cost of about $2 per square foot. The floor plan of the 
self-service shed is similar in shape to that of a large 
trapazoid. The front of the building is 100’ wide with 
a 20’ sliding door; 70’ across the rear; and the east 
and west walls are 80’ and 90’ in length respectively; 
it is 28’ from the floor to the roof. Overall floor space 
is about 4,500 square feet. 


The large sliding door can easily accommodate large 
trucks or lumber carts for unloading in the shed. 
Several fiberglass panels are used in the roof as sky- 
lights and thereby reducing the cost of electricity. 
Just inside the front door there is a two story office 
and record room. The first floor is the cashier’s office 
and the second floor is used for office records and filing. 


Next to the office there are five lumber racks along 
the wall, for 8’, 10’, 12’, 14’, and 16’ lengths of stock. 
The bins are built with 4’x4’ for verticals and 2’x4’ 
for cross members. They are 6’ high and 12’ wide. 
There are four shelves in each bin; these are divided 
by %” steel rod inside of 14” pipe with flanged ends, 
which act as both bracing and dividers. Wooden bins 
were built because all metal ones would have caused 
excessive damage to the lumber. 
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Here's how it works... 


Self-Service Warehouse Work 


There are six bins for plywood, fiberboard and plas- 
terboard with lengths 8’, 10’ and 12’. The plywood bins 
are built as same as the other bins but without steel 
bracing for dividers. There are a total of 72 compart- 
ments for the flat stock. In the center of the shed 
there are carts with partitions for plywood in one foot 
multiples: 4’x5’; 4’x4’; 2’x4’ and 2’x3’ etc. 

Cooper’s self service shed also sells hardware nails, 
screws, nuts and bolts. The nails, for example, are 
either sold in two-pound sacks or packages. On the 
outside of each container, there is the name and size 
of the nail or bolt, the price, and to keep the customer 
from tearing open the sack, a nail or screw is taped 
to the outside. 

“Most people don’t know the difference between a 
roofing nail and a #6 double head,” says Bill Cooper, 
vice president of the firm. “So we simplify things by 
giving the name, number and price of the contents of 
each sack or package. We also tape a nail or screw 
from a particular container onto the outside of it. 
This shows the customer what he is buying without 
tearing open the container.” 

Fiberglass, roofing paper, concrete and mortar, wire 
screening and wood and composition shingles are all 
individually packed and priced for the customers. If 
there is anything they want, all they have to do is 
pick it up and take it over to the cashier’s window— 
pay for it—and take it away. No order man—no 
write-up man—no yardman! 

Although the self-service shed has been in operation 
for just a few months, Cooper is gaining many new 
customers, including those who work in the neighbor- 
hood and come in during their lunch hour to make 
purchases. If they went into the main shed they would 
have to wait 15-20 minutes. 

Contractors like Cooper’s new self-service shed be- 
cause they can come in and make their purchases in 
the matter of a few minutes. Time is important to the 
contractor who has men on a job waiting for him. 

Many of Cooper’s new customers are women, who 
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Every item marked... 





Every item packaged ... 





SHOPPING IS EASY and fast since every item is price-tagged. Hours are EVERY POSSIBLE ITEM is packaged. Samples of nails 
9 to 5, Monday through Friday, 9 to 6 on Saturday. Lumber is brought into and screws, for example, are fixed to the outside of 


yard on cart, left foreground, or truck. 


Offer wide selection ... 
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MOLDING IS DISPLAYED in 60 bins on the rear wall. Each 


type of molding is identified and priced. Customer pays 
the cashier at the front of the building. 


want to buy a small amount of lumber for shelving or 
some nails. They can easily see all the different grades 
and species of lumber, each piece priced. 

“My, this self-service is wonderful ...I can buy a 
little board right now without having to wait a long 
time to find out hom much it costs!” exclaimed one 
woman customer. 

The average sale in the self-service shed is $8 and 
will probably increase as more new customers are at- 
tracted to the new service. Company officials estimate 
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Make selection easy .. . 





CUSTOMERS SELECT plywood, hardboard and perforated hardboard 
shorts from mobile carts. Shopping is easy because the shorts are in 
one-foot multiples. 


each package so the customer knows what he is getting. 





a wt 


that they make a saving from 50-75% on labor. The 
new facility requires only one cashier and approxi- 
mately two hours of the yardman’s time per day. 

The yardman is kept busy replenishing the stock and 
placing price stickers on all the new items. 

Using a pricing machine, a yardman can price tag 
every piece of lumber in the building in two hours. 

The firm aims to serve customers within a relatively 
small radius, so it gears its advertising to a neighbor- 
hood level. 
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want top-quality fencing? 


rememberuae 


THIS BRAND 
IS YOUR 


PROTECTION 


When you're buying fencing... 
or barbed wire...or baling wire 
.-.or just about any other steel 
product for farm and ranch use, 
make sure you get top quality 
and economy. Insist upon 
products that carry the 

CFal ‘brand of quality’’. 





$108 


THE TIT t. FUEL AND IRON CORPORATION 
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and thereby cut maintenance costs. 

“The house also demonstrated how 
good remodeling techniques can save 
money for the homeowner. Today, a 
homeowner need not go in debt to try 
to match his wants in a new house. 
If his present home is structurally 
sound, he can remodel and modernize 
it for much less.” 

The 12 participating dealers were: 
R. B. Clouse Lumber Co.; Roddis Lum- 
ber & Veneer Co., Inc.; Alexander 
Schroeder Lumber Co.; Stein Lumber 
Co.; Pabst Lumber Co.; Plumb-Mitchell 
Lumber Co.; Smith & Son Lumber Co.; 
Taylor Lumber Co.; Whipple Lumber 
Co.; Washington Avenue Lumber Co.; 
Contractors Supply & Lumber Co., and 
Menefee Lumber Co. 


New Chief Executive of J-M 


Leslie M. Cassidy retired because of 
ill health as chairman and chief exec- 
utive officer of Johns-Manville Corp., 
New York, N. Y. Adrian R. Fisher was 
elected to succeed him. Fisher also will 
continue as president. Cassidy, who is 
53 years old, will continue as a direc- 
tor and consultant to the J-M man- 
agement. 


REMODELED HOUSE (above) was dras- 
tically changed by 12 Houston dealers 
from its original appearance (right), al- 
though it still had about the same area. 


Modern 


A Slum House Goes 


Buys E. K. Wood Assets 


‘ascades Plyw ‘orp. . 
Texas dealers show how remodeling can help the home- Page sctick iy matron wpa 
of the physical assets of E. K. Wood 
Lumber Co., San Francisco, Calif. The 
acquisition includes timberlands con- 
taining about 300 million board feet of 


owner by turning an old house into a modern home. 


Twelve Houston, Tex., lumber deal- 
ers recently helped to transform a 
neglected, 83-year-old frame house into 
an attractive, livable home. They 
donated wood paneling, sheetrock, 
hardwood flooring and lumber for sid- 
ing and trim, which helped to turn the 
former “slum” house into a modern 
home. 

More than 5,000 visitors toured the 
remodeled home during its two-week 
public showing and many more read 
about it through stories appearing in 
the Houston papers. 

The project was sponsored by the 


Council of the National Association of 
Real Estate Boards. 

“In such a civic improvement proj- 
ect you are working along with people 
who will recommend your firm for other 
jobs,” one dealer commented. “The 
builder, the carpenters, as well as the 
people who see or hear about the house 

all get to know you.” 

Another dealer said, “Such projects 
help prove to the homeowner that it 
can be done. It also lets him know who 
can help him do it. Although the house 
was remodeled within a short time, it 
was pointed out that yearly improve- 


timber plus the Reedsport, Ore., mill 
and Scotsburg, Ore., properties. Pur- 
chase price was not disclosed although 
it was termed “a multi-million dollar 
transaction.” 


Membership Recruitment 


Phil Runion, secretary of the Ne- 
braska Lumber Merchants Association, 
told the Board of Directors of the 
NRLDA this month that a new mem- 
bership program is being developed to 
help the federated associations of 


Houston Chapter of the Women’s ments can keep any home up-to-date NRLDA increase membership. 


123456 
BUSINESS RECORDS BOOKS 


789012 MODERN PRACTICAL ACCOUNTING 








Mail This Coupon to: 


AMERICAN LUMBERMAN, INC. 
139 NO. CLARK ST., CHICAGO 2, ILL. 


Enclosed is my check in the amount of $ fer the 


books | have checked below. 
O Modern Practical Accounting 


Earl A. Saliers $4.00 
Your business will profit more with accurate records to aid in daily opera- 
345678 tions. This book gives you and your staff a working knowledge of accounting 
to help you make practical managerial decisions. 365 pages, 155 illustrations. 
90 1234 BOOKKEEPING FOR BUSINESS AND PERSONAL USE 
567890 Raymond V. Cradit—twe volumes $5.25 _ Bookkeeping for Business and Personal Use 

tn readily understandable terms, these two books esate the purpose of ] Volume t 
123456 various business and personal records, and how to keep them. O Vetume tl 

e cence 2.50 


Name 





Concentrates on books and methods used to record daily initio and selling 
transactions. 326 pages, 153 illustrations. 
Address 





Describes records and procedures that apply to the organizational set-up: 
partnership, corporation, incorporation; plus entries necessary to overall 
business analysis. 212 pages, 88 illustrations. 


City, State 
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TALK of the INDUSTRY 


Adopt Plans to Promote 
Factory-Built Cabinets 


Adoption of plans for intensive 
promotion of factory-engineered 
wood kitchen cabinets in 1958 high- 
lighted the second annual conven- 
tion of the National Institute of 
Wood Kitchen Cabinets at French 
Lick, Ind., attended by 90 members 
and guests. The plans embrace three 
major approaches. 

(1) Publication and distribution 
among home builders of a new book- 
let pointing out the advantages of 
factory-engineered wood kitchen 
cabinets, (2) distribution of pla- 
cards to builders for use in identi- 
fying factory-engineered wood 
kitchen cabinets used in model 
homes and (3) consumer publicity 
in newspapers and magazines, en- 
couraging home buyers to specify 
factory-engineered wood kitchen 
cabinets. Institute members will be 
urged to identify their cabinets with 
the institute emblem. 

Guest speaker G. C. Klippel, as- 
sistant secretary, Van Camp Hard- 
ware & Iron Co., Indianapolis, Ind., 
said, “Kitchen cabinet manufac- 
turers could expand their sales 


greatly by urging retail distributors 
to utilize modern credit facilities to 
sell new kitchens to homeowners on 
a budget plan. . . it is impractical 


THE 1,000,000TH FRAME to be produced 
by his company is displayed by president 
Andy Nordahl, Nordahl Sliding Door Frame 
Co., Burbank, Calif. The big event oc- 
curred on a recent morning shift. 


for a dealer to attempt installment 
selling without the services of a 
financing organization. Such finan- 
cing enables the dealer to convert 
credit sales into cash immediately. 
It permits him to effect important 
savings by taking advantage of the 
discounts offered for prompt pay- 
ment of his bills.” 


President R. C. Chapman, secretary, Mut- 
schler Bros. Co., Nappanee, Ind., was reelected, 
as were first vice-president H. J. Scheirich, 
president, H. J. Scheirich Co., Louisville, Ky. ; 
second vice-president Fred E. Bissell, Jr., vice- 
president, Carr, Adams & Collier Co., Dubuque, 
Jowa, and secretary J. A. Stein, president, 
Whitehall Cabinets, Inc., East Rockaway, N. Y. 
Arthur M. King, vice-president, Wood Products 
Div., The Mengel Co., Inc., Louisville, Ky., was 
chosen treasurer to succeed the late Erskine H. 
Courtenay, The Mengel Co., Inc. 


Graco Flakecore Plant 
Starts Full Production 


The new $1.5 million Graco Flake- 
board Plant at Waverly, Va., will be 
ready for full production this 
month, reports Elmon T. Gray, 
president, Gray Products Co., Inc. 
To produce 25 million sq. ft. a year 
on a 34” basis, it is one of the larg- 
est flakeboard plants in the U. 8. 

Using the Miller Hofft engineered 
flakeboard system, the bulk of the 
first year’s production will be in 
5’ x 10’ sheets of versatile 144” — 
1-3/16” homogenous board. Graco 
also will manufacture a 3-ply board 
of homogenous core with top and 
bottom layers of “fines.” Gray an- 





America’s NEWEST 
all-purpose building 
hoard 


completely fireproof— 








PERFECT CHOICE FOR 
LUMBER YARDS 
and SMALL SHOPS! 


A MEDIUM size, wedge-adjusted plan- 
er which is widely used in nearly 
all phases of the wood-working industry. 
Equipped with sectional feed roll, sec- 
tional chip-breaker and four driven 
rolls which permit planing pieces of 
varying thickness without danger of 


as workable as wood | 
» kick-back, Has built-in knife 
grinder, variable speed, in- 
stantaneous control of lower 
rolls, instantaneous 
micrometer control of 
pressure bar, shear- 
ing bar and other 
highly desirable 
: features. Sturdy, 
f semli-steel cast 
ca + i -— as hart . frame. Capacity: 
Epes ee : a ee ae uk : |} 24", 26° or 30" 
x 8". A real pre- 
ciston, production 
machine at mod- 
erate price. Write 
for. descriptive 





Proved in service since 1951, Asbestolux is now avail- 
able in the U.S.A. Here is a new kind of fireproof 
asbestos board. It can be nailed without drilling... bulletin = No. 64. 
can be sawed with ordinary saw blade. It’s fireproof, 

completely inert. It’s light, easy for one man to carry. 

Can be fabricated on the job 


WRITE TODAY FOR FREE SAMPLE B USS 


[N} Re ae MACHINE WORKS 
f ao y 2) 
Dull NORTH AMERICAN ASBESTOS CORPORATION | 238 BIGHTH ST., HOLLAND, MICHIGAN 


Ly — 


Board of Trade Building, Chicago 4, Ill. * Phone WAbash 2-1338 








Circle No. 21 on Coupon, page 66 
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nounces that every particle in Graco 
flakeboard will be freshly cut from 
green pine lumber. The Gray 1n- 
terests control 60,000 acres of Vir- 
ginia’s finest pine and poplar within 
50 miles of Waverly. 


Pacific Lumber Offers 


Palco Wool Franchise 

The exclusive territory distrib- 
utorship of Palco Wool Insulation is 
offered by The Pacific Lumber Co. 
to lumber and building material 
dealers as well as to insulation con- 
tractors. Paleo Wool is a redwood 
bark fiber listed and labeled by 
Underwriters’ Laboratories, Inc. 
Details of the franchise plan may 
be obtained by writing to The Pacif- 
ic Lumber Co., 100 Bush St., San 
Francisco 4, Calif. 


Decorative Patterns 
for Concrete Surfaces 


An almost limitless variety of new 
textures and patterns for concrete 
surfaces has been made possible by 
the development of plastic and rub- 
ber form liners. According to the 
Portland Cement Association, Chi- 
cago, Ill., the liners produce sharp, 
crisp patterns and a smooth, almost 
glassy surface that requires no 
clean-down, grinding or finishing. 
The liners are also satisfactory for 
facing concrete block, producing 
either a pattern for variety in wall 
surfaces or a smooth, glossy surface 
much like glazed block. 

Some textures in rubber liners 
are already available in stock. Al- 
most any pattern can be made to 
order in plastic liners. Best results 
are obtained when the patterns are 
no deeper than 1” and edges and 
corners are rounded, says PCA. 
Both the plastic and rubber form 
liners are relatively low in cost, are 
reusable many times if handled 
-arefully, need no form oil or bond 
breaker and cut finishing costs to 
almost nothing. No special con- 
crete mix is necessary to achieve 
good results and both lightweight 











CONCRETE PANELS at right show the 
type of decorative patterns that can now 
be made with plastic form liners. The 
model in photo is holding the liner used in 
casting the upper panel. 
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and heavyweight aggregates are 
suitable, according to PCA, 33 West 
Grand Ave., Chicago 10, III. 


Northern Hardwood Flooring 
Producers to Meet in Chicago 

A special meeting of Northern 
hardwood flooring producers will be 
held on Dec. 6 at the Union League 
Club, Chicago, Ill. W. W. Gamble, 
White Lake, Wis., president of the 
Maple Flooring Mfrs. Assn., in 
making the announcement, reports 
that the business to be conducted 
includes two major items—the 1958 
advertising and promotion budget 
and the report of the first meeting 
of the MFMA Planning for the 
Future committee. 
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THE HOME OF 
nc 
L i) 
OAK FLOORING 


IN THE MISSOURI OZARKS 





HERE'S WHAT YOU GET 
WHEN YOU ORDER... 


Precision millwork-smooth and clean. 
Saves sanding time and labor. 


Magazines To Aid HIC 


Announcement of the 1958 promo- 
tion program of the Home Improve- 
ment Council, successor to Operation 
Home Improvement, has brought of- 
fers of help from leading consumer 
magazines. 

Better Homes & Gardens magazine 
offered to bind into its January issue 
the official 16-page contest entry blank 
for the HIC $125,000 homeowner con- 
test. The blank is expected to be used 
by several hundred thousand entrants 
to check-list the adequacy of every- 
thing in, on and around their homes. 

The entry blank also will be bound 
into the January issues of Successful 
Farming and Kitchen Ideas. Total cir- 
on is approximately 6 million. 









































Unusual color and grain uniformity. 
Blends perfectly with any interior decor. 


OAK Carefully and thoroughly seasoned in modern kilns. 


FLOORING 





NOFMA graded. Neatly and securely packaged for pro- 
tection in transport to your yards or jobs. 

Direct van delivery in our own trailers within 600 miles. 
Trailer or split loads delivered at carload prices. 
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Mats for Your Christmas Ads 


Best way to get your store on Christmas shopping lists 
is through well-planned advertising. Give your ads “gift 
appeal” with the mats shown on opposite page. Suggested 
layouts below show how mats can be used in ads of any 
size. Send coupon for free catalog showing 109 new 
ADservice mats and ideas for year ’round campaign. 





SIGNATURE CUT HERE 




















YOUR NAME YOUR NAME 




















AMERICAN LUMBERMAN 
139 No. Clark St., Chicago 2, Illinois 


(0 Send me FREE No. 2 ADservice catalog 
[] Send me mat page No. 33. | enclose $3.95. 
[1] Send all twelve mat pages Nos. 23 to 34. | enclose $44.90 


Name 
Firm 


Street 





Clty... 








NAME OR SIGNATURE CUT HERE 





Here at (your name) we specialize in quality gifts that will be as 
useful and appreciated years from now as the day you proudly 
give them! A few suggestions are shown here. You'll see dozens of 
others when you visit our Aisle of Gifts... unpainted furniture, 
outdoor furniture, tool bench, a complete line of (brand) power 
tools and many other fine gifts. OPEN EVENINGS UNTIL CHRISTMAS. 


(BRAND) TOOLS 
for every man on your gift list 











































































































$00 =‘ FIREPLACE LOGS ——_—— 











YOUR NAME 











Your newspaper can set up ads to look like these, or 
you can arrange the individual mats in layouts of your 
own. 

Left: 1 col. x 11 in. ad with mats 346, 344, 345. 

Center: Suggested 2 col. x 11 in. ad using mats 340, 
348, 338, 344. 

Right: 3 col. x 16 in. ad illustrated with mats 342, 
343, 341, 344, 345. 
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MAT PAGE NO. 


American Lumberman 


ADservice 




















MAT NO. 340 














MAT NO. 342 MAT NO. 343 


























MAT NO. 344 MAT NO. 345 
Mats shown above actual size. This entire page of mats only 
$3.95. Or you can buy all 12 mat pages in this new series for 
$44.90 (saving $2.50). An exclusive American Lumberman service 


offered to lumber dealers only. MAT NO. 346 
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Aluminum Lawn Edging 

Reynolds aluminum lawn edging, 
which became a popular item with 
gardeners on its introduction this year, 
will be available in 40’ rolls by spring. 
The edging formerly has been sold only 
in 100’ lengths. The 100’ rolls will con- 
tinue to be marketed also. The lawn 
edging is a corrugated aluminum strip 
four inches in width. It has rolled edges 
for safety and an embossed surface 
for greater strength. It can be cut 
easily with ordinary household shears, 
it is said. Many people also use it as a 
siding for concrete forms. Reynolds 
Metals Co., Dept. AL, 2500 S. Third 
St., Louisville, Ky. 

Circle No. 201 on Coupon, page 66 


Nail Puller 

Certain features have been incor- 
porated in a new nail puller, which 
make for safety and ease of operation. 
Among them is the guide handle, an 
extension of the claw hook, which is 
held by the hand in positioning the 
claws over the nail head. This elimi- 
nates the danger of injury to the hand 
by the impact handle, since it is not 


necessary to grip the claw bar, it is 
said. Weighing five pounds, the puller 
is 18” long when closed. The claws 
have a maximum opening for the head 
of a 16-penny common nail. Greenlee 
Tool Co., Dept. AL, Rockford, II. 
Circle No. 202 on Coupon, page 66 
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10° Measuring Blade 

The C-Thru Foreman, a 10’ measur- 
ing blade, can be used for marking, 
scribing, figuring, squaring out rooms, 
making circles and many other pur- 
poses. The %” blade is self locking 
and will not retract while in use. On 
the front face are two scales, one an 
inch scale in 16ths, with 12” in 32nds 
and a conversion scale which converts 
inches to feet and inches. On the back 


face are architectural scales: %”, 4", 
38” and %” equal one foot. Another 
scale on the back face is a tile layout 
scale, which tells at a glance the num- 
ber of 9 x 9 tiles it takes to cross a 
room. C-Thru Ruler Co., Dept. AL, 
823-827 Windsor St., Hartford, Conn. 
Circle No. 203 on Coupon, page 66 
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Heavy-Duty Sabre Saw 

Here’s the new heavy-duty sabre saw 
that cuts right up to a wall. Introduced 
at the NRLDA Show in Philadelphia, 
this sabre saw can do the work of a 
rip or cross cut saw, hand saw, key- 
hole or jig saw, it is said. Cuts intricate 
patterns in wood, metal, composition 
board, etc., also cuts through a full two 
inches of lumber, says manufacturer. 
Features an anti-vibration mechanism 
and a chip blower keeps the guide line 
clear. One screw for quick blade change 
with 21 blades available. Stanley Elec- 
tric Tools, div. of The Stanley Works, 
Dept. AL, 111 Elm St., New Britain, 
Conn. 

Circle No. 204 on Coupon. page 66 


Bifold Louver Door Units 


A packaged folding louver door unit 
that cuts installation time is designed 
for wardrobes, closets, cabinets, space 
dividers and home decor. The Crestline 


Plastic Panel 

A new lightweight struc- 
tural plastic panel out- 
lasts metal three to one in 
corrosive chemical fumes, 
says maker. The panel is 
named Metal Grey. Reso- 
lite Corp., Dept. AL, Zeli- 
enople, Penna. 
Circle No. 20S on Coupon, page 66 
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Foil-Wrapped Tube 


Calbar announces a foil- 
wrapped tube for Caulk-O- 
Seal, designed to give the 
product greater protection 
plus higher visibility. Cal- 
bar Paint & Varnish, Dept. 
AL, 2612 N. Martha, Phila- 
delphia, Penna. 

Circle No. 206 on Coupon, page 66 














Americana Window 


A new triple track tilt 
window, called the Ameri- 
cana, can be installed as a 
stop mount or overlap. Top 
and bottom sash ride on 
thermoplastic runners. 
Alsco, Inc., Dept. AL, 225 
S. Forge St., Akron, Ohio. 
Circle No. 207 on Coupon, page 66 


26" Riding Mower 


A new mower, named the 
Ranger, has front wheel 
drive, automotive type dif- 
ferential and independent 
traction and blade clutches. 
The Eclipse Lawn Mower 
Co., Dept. AL, Prophets- 
town, III. 

Circle No. 208 on Coupon, page 66 


November 25, 1957, AMERICAN LUMBERMAN AND 





Dollar Bay 
Mass Big Bay 


Connerville 
Marquette 


Bessemer 
Ironwood 
Marenisco 


Sault Ste. Marie 
Newberry 
Phelps 


Park Falls 
Iron Mountain 


Lumber Laona 
White Lake 
OF 


Wausau 
Marshfield Oconto 


Wells 


Goodman 
Menominee 


Neenah 


FINE 
NORTHERN 
HARDWOODS 


Milwauk 
ilwaukee Grand Rapids 


Northern Woods have been recognized for high quality and dependable performance for 
over half a century. Today the mills of the Northern region are better prepared than ever 
to serve you with well-manufactured, accurately graded lumber and lumber products of 
these quality hardwoods, Consult the firms on this page for your requirements in Northern 


Woods. 


*Roddis Plywood Corporation . Marshfield & Park Falls, Wis. 


Roddis Lumber & Veneer Co. of Mich. Ironwoed. Mich. 
Roddis Lbr. & Veneer Co., Ltd. Sault Ste. Marie, Ontario, Can. 


*Copeland Lumber Co, . . « « « «© «© « Ghicago, Ill. 


Mills—Marquette and Newberry, Michigan 
Sales Office — CHICAGO — 228 N. La Salle St. 


Hardwoods. 
Planing Mills and Dry Kilns. 


*1J, W. Wells Lumber Co. . . . « » Menominee, Mich. 


Hard Maple and Oak Flooring. Strip. Herringbone. Block patterns. 
Custom kiln drying. Upper grades Hard Maple and Birch lumber, 
rough. 


+tMember Maple Flooring Mfrs. Assn. 
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Complete stock N. Hdwds., Hemlock, W. Pine, Cedar Prod., Maple, 
Birch, Fig. Hdwd. Ven‘r'd Doors. Plywd. Modern Dry Kiln facilities. 


bsidi ft 
*Goodman Lumber Company . . + + cansene etic’ Inc. 
Sales Office: GOODMAN, WISCONSIN 
Mills at: Goodman, Wisconsin and Mohawk. Michigan 
Northern Herdwoods, Hemlock, White Pine and Basswood 
Hardwood Dimension, Planing Mill, Dry Kilns 
Rotary Cut Veneers 


*Member Northern Hemlock & Hardwood Mfrs. Assn. 


Circle No. 50 on Coupon, page 66 
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(begins on page 56) 














Bifold Door Unit comes with all hard- 
ware applied to both doors and jambs. 
The door is pre-fit, ready to hang and 
adjust. A screwdriver and hammer 
are the only tools needed, it is said. 
Everything the builder needs is in 
one carton—making it easier to stock, 
too. The prepackaged unit includes 
two or four Crestline Bifold Doors. 
Silcrest Co., Dept. AL, 100 Thomas St., 
Wausau, Wis. 
Circle No. 209 on Coupon, page 66 


Beauty Queen Steel Cabinet 
Because of its near limitless uses, 
the new Beauty Queen Steel Cabinet 
has been named Model 1218 Utility 
Cabinet. Features include a_ built-in 
retractable 18’, sturdy Nylon cord. 


Measuring 12” wide, 18” high and 13” 
deep, the cabinet has ample space for 
cleaners, detergents, soaps, etc. Spring 
type toggle hinges assure positive 
door closing and opening. Finish is 
baked satin white enamel. Suggested 
uses include installations in kitchens, 
laundry, in nurseries for toy storage. 
Toledo Desk & Fixture Co., Dept. AL, 
Maumee, Ohio. 
Circle No. 210 on Coupon, page 66 


Sportsman's Utility Lantern 


A rugged, all-purpose sportsman’s 
utility lantern, designed with a focus- 
ing lighthead mounted on a double- 
powered dry battery which is its own 
battery case, is announced. By ad- 
justing the outer focusing ring of the 
oversized all-steel lighthead, the lan- 
tern can be changed from a narrow 
focus spotlight, which carries half a 
mile to a broad-beam fioodlight, mak- 
er says. A new type of steel distor- 
tion-proof reffector, coated with vapor- 
ized aluminum, greatly increases the 
intensity of the light beam and also 


prevents tarnishing or peeling. Bur- 
gess Battery Co., Dept. AL, Freeport, 
Ill. 

Circle No. 211 on Coupon, page 66 


J-M Introduces New Sheathing 


A new 1%” insulation board sheath- 
ing that can be used without corner 
bracing and which is designed to meet 
FHA requirements is announced. 
Tradenamed Strongbord, the product 
is a large, tough sheet made of pine 
and other wood fibers bonded together 
with special bituminous compounds to 
form a dense, rigid sheet of excep- 
tional strength and high moisture re- 
sistance. Easy to handle, it comes in 
8’ and 9’ lengths and is 4’ wide. J-M 
Strongbord can be used as either an 
interior or exterior surface and can 
be painted with poly vinyl acetate 
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Nothing’s too good for McGinnis — since he started 
suggesting “Scorcu” Brand Masking Tape 
with every sale! 




















Circle No. 23 on Coupon, page 66 


OR CAR LOTS 


GENU/NE TEAK and 


PHILIPPINE MAHOGANY in 


FURNITURE 
DIMENSION 


and 


Top Quality 
Hardwoods 
from around 

the world 


CALL + WRITE + WIRE 


PENBERTHY 


LUMBER COMPANY 


5800 SO. BOYLE AVENUE 
LOS ANGELES 58, CALIF 
LUdiow 3-4511 
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paint. Johns-Manville Sales Corp., 
Dept. AL, 22 E. 40th St., New York, 
Pe © 


Circle No. 212 on Coupon, page 66 
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Sashless Picture Window 

A one-piece sashless picture window 
with casement flankers is designed for 
quick, economical installation. It needs 
no center sash, announces maker. In- 
sulating glass can be set directly into 
the frame, reducing on-the-job ex- 
pense. The new picture window also 





What's Your Answer? 
(Answers on page 68) 
Why do contractors like Coop- 
er’s new self-service shed? 
Name three torture tests which 
Curtis New Londoner doors 
must undergo to prove their 
quality. 
What two things, according to 
speakers at the NRLDA Expo- 
sition, will help dealers make 
a better profit on new home 
building? 
How can you make arrange- 
ments to demonstrate the Won- 
der-Boy X-100? 
In selling a kitchen to a house- 
wife, what good first question 
is she asked by the Merritt 
Lumber Co.? 
What important job is held by 
Jimmy Golden at Crossett Lum- 
ber Co.? 
Name two ways dealers are 
using a Palco Wool Insulation 
franchise to build profits? 
What materials handling equip- 
ment enables the Orco Coopera- 
tive Warehouse to unload a 
boxcar of plywood in less than 
90 minutes? 
Why did George H. Ward fail 
in his attempt to enter the 
cash-and-carry field? 
Name three new insulating 
board products now being intro- 
duced by Johns-Manville? 
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features narrower-than-ever mullions 
to heighten the drama of the vast glass 
area. Fabrow Mfg., Inc., Dept. AL, 
7208 Douglas Road, Toledo, Ohio. 
Circle No. 213 on Coupon. page 66 


NuTone Announces New Fan 


A room-to-room fan has been added 
to NuTone’s line of ventilating equip- 
ment for the home. Designed for in- 
stallation between rooms, it is an “ai 
booster” for those rooms which ordi- 
narily would not get the full benefits 
of the home’s heating and cooling 
equipment. NuTone Model 814, mounted 
between studding, fits a 9%” square 
wall opening. It is pull chain oper- 
ated and adjustable for walls 2%” to 


seueetetnemeeamees nae ee . 


514” thick. It operates on 110-120 volt 
AC standard house current. NuTone, 
Inc., Dept. AL, Madison & Redbank 
Roads, Cincinnati 27, Ohio. 
Circle No. 214 on Coupon, page 66 
(continued on page 68) 


Here's the newest display 
for 4' x 8' plywood panels 
... an all-steel MULTIPLEX Merchandiser 


This display of full-size sheets gives customer 
an accurate impression of how paneling will 
look when installed. And when a customer can 
“paint the picture” in his own mind, your 
selling job is bound to be easier. 


MULTIPLEX DISPLAY FIXTURE COMPANY 
907-917 North 10th St., St. Louis 1, Mo. 


Please mail me information on your display 
wings for plywood paneling 


Name 
Company 


Address 


Among other advantages of this Multiplex 
Swinging-wing Display is that your disploy 
samples can be sold as new—at full price. 
There is no damage to the panels, for they 
slide right into ploce in the steel-channel 


frames. 


Any number of display wings can be ordered, 
and Multiplex is easy to install. Pivot bars are 
mounted on the wall. Display wings fit easily 
into holes which have been drilled on 3” 
centers. Rubber-roller “separators” keep wings 
properiy spaced to prevent damage. 


There’s a great sales potential in plywood 
paneling, and good merchandising will help 
you develop a profitable volume. Multiplex is 
designed for merchandising; get the facts; 
send for descriptive literature today. 


SMALLER SIZES ALSO AVAILABLE. 
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Technical Data 


Dock Problems. “Difficult Dock Prob- 
lems and How to Solve Them” is the 
title of a new four-page bulletin, which 
identifies many of the common and un- 
common problems’ encountered in 
everyday dock loading operations. It 
also points out how many comparies 
have found practical, cost-saving solu- 
tions through the avplication of light- 
weitht magnesium dock boards, mobile 
loading ramps and portable ramps. 
Magline, Inc., Dept. AL, 1900 Mercer 
St., Pinconning, Mich. 
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Roof Deck. A new six-page folder 
(IB-51A) describes the company’s in- 
sulating roof deck. Printed in two 
colors, it gives a detailed description of 
the three-in-one roof deck, which pro- 
vides a finished ceiling, insulation, and 
a base for roofing, all in one sheet. 
The folder also describes in detail how 
to install J-M’s Seal-O-Matic shingles 
or J-M Built-Up Roofing over the deck. 
Johns-Manville Corp., Dept. AL, 22 E. 
40th St., New York 16, N. Y. 
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Parco Tools. Addition of a number 
of new carbide-tipped plastic and 
woodworking tools is a principal fea- 
ture of catalog MC-1002, just pub- 
lished. The 16-page permanent-refer- 
ence unit catalogs for the first time 
such new Parco tool developments as 
carbide-tipped spiral plane blades, 
three new special-application plastic 
trimmers, five extra sizes of spiral 
router bits and a hardwood lip addi- 
tion to O.C.E. decor lip cutter sets. 
Price & Rutzebeck, Dept. AL, P. O. 
Box 30, Hayward, Calif. 
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Timber Handbook. “Timber Design 
and Construction Handbook” is the title 
of a new handbook, which contains a 
complete compilation of basic refer- 
ence material for designing and build- 
ing in timber. It cffers information 
needed to develop aaa construct the 
best, most economical wood structures. 
Descriptive folder is available on re- 
quest from Timber Engineering Co., 
Dept. AL, 1319 18th St., N. W., Wash- 
ington, D. C. Copies of the book may 
be purchased from Dodge Books, F. W. 
a Corp., Dept. AL, 119 W. 40th 

,» New York, N. Y. 
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Hinge Installations. An _ illustrated 
catalog and guide (No. 93A) on hinge 
installations, complete with informa- 
tion on U.S. Government specifications, 
is available. The 12-page booklet con- 
tains facts about hinge location, fin- 
ishes, door frequency, bearings and the 
various types of hinges and their uses. 
McKinney Mfg. Co., Dept. AL, 1715 
Liverpool St., Pittsburgh 33, Penna. 
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“Spun Mineral Wool Structural In- 
sulations” is the title of a four-page 
catalog describing the manufacturer’s 
entire line of structural and slab per- 
imeter insulations. It presents com- 
plete technical descriptions of and 
specifications for the company’s new 
Big Six batt, full thick blankets, semi- 
thick blankets, builders batts, blowing 
wool and Perimsul, a perimeter insula- 
tion, which meets all FHA require- 
ments, it is said. The booklet also pro- 
vides installation instructions and sam- 
ple specifications. Building Materials 
Div., Baldwin-Hill Co., Dept. AL, 500 
Breunig Ave., Trenton 2, N. J. 
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Materials Handling Problems. Solu- 
tions to unusual materials handling 
problems are described in the latest 
edition of “Handling Materials Ilus- 
trated.” The current issue features 
documented photo-stories on materials 
handling, which outline in interesting 
detail various handling problems and 





REDUCE INVENTORY, SAVE SPACE 


SELL ONE 
’ PLASTIC PAINT 


POROUS OR NON-POROUS 
PAINTED OR UNPAINTED | 
WET OR DRY SURFACE 


; AMMS \ | AA | 


ALL-PURPOSE, READY-MIXED 


MASONRY PAINT 


Sells fast all year ‘round, for 


ASBESTOS SIDING, BRICK, 
CEMENT, STUCCO, ASPHALT ROOF 
SHINGLES, PLASTER, INSULATION 
BOARD ... for use with BRUSH, ROL- 
i SPRAY GUN. Won’t fade, bleed, 
we blister, scale or yellow with age. 
t drying, water-soluble TVP resists 
water, keeps out dampness, beautifies 
AND protects . . . for years! 
6 SMART COLORS AND WHITE ~ 
IN QUART AND GALLON CANS RESISTS WATER, 
Write today for Free Color Cards, WEATHER, SALT, 
Sales Helps and Prices ACID AIR, 
: INDUSTRIAL FUMES 


‘TAMMS | INDUSTRIES, INC. 


2 8 N. LoSalle $t., Chicago 3, Hi. 


Get Set for EXTRA 
do: .-yourself Sales 


with o¢GWe, 


Fall and winter months are the busiest season 
for the home craftsman, and Peg-Legs fit right 
in with his special projects of building or re- 
modeling furniture. Peg-Legs are top quality, 
solid maple; each set of four is matched in 
shade, boxed complete with two-way mounting 
plates and screws. Available in 7 sizes; un- 
finished, or spray-lacquered satin black; with 
solid brass ferrules or chromed glides. 


cok * 


inti... 


2 Slay, New Display-Stock Merchandiser 
STRAIGHT stops traffic; new “idea” 

folders promote additional sales. 

Write for catalog, price list 

and complete details. 


DEALERS! 


Make MORE 
with PEG-LEGS! 
Write or call today 


PERRY FURNITURE COMPANY 


GRAND RAPIDS 2, MICHIGAN 
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their solution related to the use of 
Towmotor-Gerlinger forklift trucks 
and material carriers. Among com- 
panies featured are the Ginter-Wardein 
Building Supply Co., Alton, IIl., and 
the Lumber Dept. of American Fac- 
tors, Ltd., Honolulu, Hawaii. Tow- 
motor Corp., Dept. AL, 1226 E. 152nd 
St., Cleveland 10, Ohio. 
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Two Thor Kits. A new Thor No. 
20KJS SpeedShop kit featuring drill, 
jigsaw, sander and polisher and a new 
No. 20K drill kit with complete grind- 
ing, wire brushing and other acces- 
sories are described in a new circular, 
J E-2229-A. Key tool in the two kits is 
the Thor Model 20 SpeedDrill, which 
in the No. 20KJS SpeedShop kit has 
attachments makirg it a jigsaw, sander 
or polisher. Both the SpeedShop and 
SpeedDrill kits come in hardy steel 
carrying case. Thor Power Tool Co., 
Dept. AL, Prudential Plaza, Chicago 
15: 
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Abesto Specification Sheets. Abesto 
specification sheets give simple, clear 
instructions, drawings and material 
lists for various constructions using 
Abesto Roof Adhesives and Coatings. 
Abesto Mfg. Corp., Dept. ABH-AL, 120 
Wabash St., Michigan City, Ind. 

Circle No. 223 on Coupon, page 66 


Slotted Angle. A new booklet on the 
high speed framing system for build- 
ing repeating pattern structures with 
Acme Steel Dexion Slotted Angle and 
Dexion Accessories is available. The 
new system works on any size job but 
is especially economical when building 
shelving, racks, tables, platforms or 
any structure that repeats a basic pat- 
tern, it is said. Acme Steel Co., Dept. 
"gaa St. & Perry Ave., Chicago 
27, Tu. 
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Consumer Data 


“The House of Cedar,” an informa- 
tive four-page color folder, features 
outstanding homes with shingle roofs 
and machine-grooved shake walls. It 
includes clear illustrations and direc- 
tions for application on new homes, 
as well as pointing out over-roofing 
and over-walling techniques for re- 
modeling. The folder explains that 
shingles and shakes may be applied 
directly over any existing roof or wall 
material. Red Cedar Shingle Bureau, 
Dept. AL, 5510 White Bldg., Seattle, 
Wash. 
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Movable Shutters. A 16-page bro- 
chure entitled “Paul Heinley Movable 
Shutters” is available. Illustrated with 
over 50 photographs of installations, 
the book contains shutter ideas for 
every room in the home. Commercial 
examples and shoji installations are 
also i cluded. Each photo is numbered 
so additional information can be ob- 
tained when number is indic»ted in 
inquiry. Paul Heinley Indoor Movable 
Shutters, Dept. AL, P. O. Box 190, 
Santa Monica, Calif. 
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HOW TO GETA BIG 


LOAD OUT OFA 


TIGHT s°* 


...and in less than 90 minutes! 


Any way you look at it, a boxcar of plywood 
is a big load (66,000 board feet, 92,000 Ibs.) 
in a tight spot. 


Orco Cooperative Warehouse, Inc., Santa Ana, 
California, does it quickly and easily with a 
6,000 Ibs. capacity Hyster® 60 on pneumatic tires. 


Power steering, standard equipment on the 
Hyster 60, 70, 80, and an extremely short outside 
radius gets these trucks in and out of tight spots 
with minimum operator effort and maneuvering. 


If you have “tight spots” on your operation, 
arrange for a demonstration on your job today. 
Just call your nearest Hyster dealer, 

listed in the Yellow pages of the 

Telephone directory. 


Portland, Oregon e Danville, Illinois « Peoria, Illinois 
Nijmegen, The Netherlands « Sao Paulo, Brazil 


Factories 
Glasgow, Scotland « Sydney, Australia (licensee) 
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330 Utility Tractor 


International Harvester Co. an- 
nounces a new tractor, the International 
330 Utility, increasing its wheel trac- 
tor line to 11 basic models. Delivering 
an estimated 35 hp at the belt, the 330 
Utility ranks between the International 
130 and the 350 Utility. A wide va- 
riety of matched equipment adapts the 
330 Utility to virtually any wheel trac- 
tor operation. Over 35 types of utility 
equipment are available, ranging frem 
backhoes, blades and loaders to mow- 
ers, snow plows and sweepers. Inter- 
national Harvester Co., Dept. AL, 180 
N. Michigan Ave., Chicago 1, IIl. 
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Tapered all steel brass ° 
finish, rust resistant. ~* 
Made in 5 popular 
sizes, automatic self- 
leveling glide, tilts, 
swivels, adjusts to 
straight or flare style, 


NEW : 
HEAVY 
STEEL BRACKET ; L BRACKET * 


for straight or flare style . for straight 7 ‘ee style. 


DENNIX PRODUCTS CO. 
DEPT. 11-A—33-04 DOWNING STREET - 


OF THE WOR 


NUFACTURERS 
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Plan Hold Table Clamps 

These aluminum clamps are specially 
designed to hold a fully loaded Plan 
Hold in place while leafing through 
sheets, even to the very last page, says 
maker. No tools or fasteners of any 
kind are required to place or remove a 
Plan Hold from its secure position 
within the table clamps; a mere twist 
of the wrist and the Plan Hold is in or 
out, it is said. Table clamps are just 
one of the several new innovations in 
the Plan Hold line of vertical filing 
equipment. Plan Hold Corp., Dept. AL, 
P. O. Box 1055A, South Gate, Calif. 
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..Made of genuine | 
hardwood beautifully . 
tapered, in 8 popular . 
+ sizes from 312” to 28”. . 
Swivel glide or solid . 
brass ferrule, . 


NEW: 


HEAVY : 


BED SPRING 
LEGS 


WROUGHT 
IRON LEGS 


Gracefully tapered of 
genuine hardwood. 
Patented steel clamp 
converts any coil or 
flat spring into a 
Hollywood bed. 7” in 
height comes in 
mahogany, blond or 
unfinished. 


Hairpin leg made of 

heavy steel in 5 sizes, | 
oy attached, available , 
in black, brass or 

copper finish. 


BED LEGS AND FURNITURE 


Steel Strapping Hand Tool 
A new lightweight, yet rugged and 
versatile steel strapping tool, the B5 
Stretcher, provides faster, easier ten- 
sioning of steel strapping. The tool is 
precision balanced so that strap can 
be applied with ease from any direc- 
tion with the tool in any position, it 
is said. The B5 Stretcher is available 
in a light, medium or heavy duty 
model to fit the particular job. The 
three models together are engineered 
to be used with every strap size from 
%” x .010” to 4%” x .035”. Acme Steel 
Co., Dept. AL, 135th St. & Perry Ave., 
Chicago 27, Ill 
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Ford Tractors 
Power has been increased 8% in the 
new Workmaster tractors to 32 draw- 
bar hp. The Powermaster class of 
(continued on page 65) 


pe COMPLETE oi 


ure legs 
and bed legs- 


a ian 


SPACERS 


_. new way 
to build bookcases, room ° 
dividers, step tables 
and shelves. Made 
in two sizes of 
genuine hardwood. 


BRACKETS 
SHELF 


Heavy duty wrought 
iron for shelves, 
doorways, flower 
boxes and signs. 


FLUSHING 54, NEW YORK 
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SHELF and POLE 
BRACKETS 


@ Ends sagging poles and 
shelves 

@ Sturdy black wrought iron 
—enhances the appear- 
ance of any closet 

@ Accommodates standard 
shelves and 14%” poles 

@ Save $$ installation time 

@ ideal for center support 
for long poles 


SUPPORTS 


Greatest 
advancement 

in structural 
Supports in 

the past 50 years! 





@ One size does the job on 6”, 
8”, 10” and 12” joists 

@ Available in all widths 

@ Pay for themselves many 
times over in labor savings 


@ Support 4-ton load at point of 
contact 


@ Perfect fit without notching or 
shimming 
@ Drilled both ways for nails or bolts 


@ Serve as Tie-in plus support of 
structure 





























org 








bade) 


: | ——____ 
LOWERED CEILINGS 





ate 
ADD-ON PROJECTS FRAMED CHIMNEYS 


Write for Complete Information 


Qpjumite STEEL PRODUCTS Co. 
1820 West Old Shakopee Road @ Minneapolis 20, Minn. | 
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The Door that Gives You More 


~ Off Everything! 





—the Frantz No. 566 Sectional 
Overhead shown above, with its smart modern lines, 
is the finest in garage door design. It’s the door that is 
made for ranch-style homes—the last word in stream- 
lined beauty! 


Quality —Compare the 14 construction 


features, many of them exclusively Frantz and avail- 
able nowhere else...the patented brakes, the 2-way 
Spring Adjustment, Automatic Latch-Lock, Cross An- 
gles, and other advancements. Doors are 1%” thick, 
of kiln dried lumber, with 4” fir plywood panels. All 
hardware, except springs and angles, is zinc plated to 
prevent rust—the outside handle is chrome-plated. 





| >. y Operction,, Snatallation. 


The exclusive Glide-O-Matic action opens 
the door with a turn of the handle. There is 
no rebound, thanks to the patented *adjust- 
able brakes! Parts are prefitted for easy as- 


cf furn the sembly and fast installation. Standard head- 
Ju if opens room 13!4”—or with low headroom device— 


H! 6” for single opening sizes and 8” for double 


width doors. 
Low Costs, spite of the luxury and prestige 


of the Frantz No. 500 series, modern production tech- 
niques have brought the cost to within easy reach of 
the modest homeowner. Other models cost even less, 


Vonicly —the Frantz 500 series is available in var- 


ious sizes for single and double width open- 

ings. Other Frantz models in sectional, rigid 
} (one-piece) types, and Frantz hardware sets, 
provide one of the widest and most complete 
lines available anywhere! Write for Cata- 
logues No. and 107 today. 





ice} 
Ls 





*U. S. Patent No. 2702082 


FRANTZ 


GARAGE DOORS AND HARDWARE 


FRANTZ ROSETTES 
Smart door ornaments in 
many designs add deco 
trative distinctionwhen 
painted in contrasting 
colors. Demountable, 
easy to apply, low in 
cost. Write for Rosette 
Catalog. 


FRANTZ MANUFACTURING CO., STERLING, ILLINOIS 
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American 
Lumberman 
Classified 


Advertising 





Terms — Cash With Order 

Minimum Charge $7.50 

Rates: 

| Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 

Add $1.75 per insertion for blind ads bearing 

box number. 

No agency commission or cash discount 

allowed, 


All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of publi- 
cation. Advertisements are set in uniform 6 
point style. No cuts or special borders allowed. 
Replies forwarded without additional charge. 
Count five words to a line and when less are 
specified or used, regular line rate is charged. 
When answering box numbers or mailing copy 
for ads address them to: 


AMERICAN LUMBERMAN, INC. 
139 M. Clark St., Chicago 2, Ill. 








HELP WANTED 


SITUATIONS WANTED 








BUSINESSES FOR SALE 














STENOGRAPHER 


Central Florida Lumber Dealer wishes to em- 
ploy experienced Stenographer who can take 
Dictation in Shorthand. use Dictaphone and 
Type. Air conditioned Office and good place 
to —— Address Box Z-27 American Lumber- 
man, Inc. 





ESTIMATOR AND A DETAILER 


One of the oldest architectural millwork com- 
panies in middle Atlantic States has the op- 
portunity for permanent position of estimator 
and a detailer of qualified experience. Ouick 
advancement to properly qualified applicant. 
Business opportunity of the territory a chal- 
lenge to man with ambition. Please furnish 
complete statement of your qualifications, age 
and ability which will be trected in strict 
confidence. Address Box Z-34 American Lum- 
berman, Inc. 





Lumber Buyer—Well established wholesaler 
and jobber in Denver needs experienced lum- 
ber buyer with good knowledge of mills in Pa- 
cific Northwest. This man will also serve as 
assistant sales manager on lumber and sev- 
eral other building material products. Good 
future for right man. Inquiries held in confi- 
dence. Give complete qualifications in first 
letter. Address Box A-20, American Lumber- 
man, Inc. 





SALES PROMOTION POSITION AVAILABLE 


for an experienced man in the midwest with a 

large well-established lumber manufacturer. 
Opportunity for an aggressive, capable sales- 

man who can build sales through effective 
romotion. Address Box A-2], American Lum- 
erman, Inc. 





LUMBER SALESMAN 
West Coast Manufacturer and Wholesaler de- 
sires to employ experienced Fir lumber sales- 
man. To operate sales office in a major Mid 
West or Eastern area. Address Box A-22 
American Lumberman, Inc. 





SITUATIONS WANTED 











REDWOOD MAN—I2 years experience, both 
Wholesale and Direct Mill. Sales, purchasing, 
Management and Re-manufacturing. Have 
well rounded knowledge all other species. 
Future is important. Capable, responsible and 
ready to go. Address Box Z-22, American 
Lumberman, Inc. 





Managers Position wanted. Man of 35 with ten 
years experience. seven years as manager. 
References furnished. Address Box Z-29 Ameri- 
can Lumberman, Inc. 





Retail lumberman with twenty years’ experi- 
ence in management positions, handling lum- 
ber, millwork, building materials, and special- 
ty items. Capable of taking full responsibility 
and guiding a live organization. specially 
interested in application of the best in mer- 
chandising methods. Address Box A-23, Amer- 
ican Lumberman, Inc. 





Experienced Lumberman avai'able, 31 years 
old, married, retail or wholesale. Well versed 
all phases building supply operations. Dratt- 
ing, designing, estimating, purchasing, sales, 
credits, loans, contracting. 12 vears’ experi- 
ence, presently employed. general manager, 7 
years’ experience. Can furnish excellent ref- 
erences. Will travel for personal interview. 
Will locate any place with future. Address 
Box A-24 American Lumberman, Inc. 


64 


Middle aged man—30 years in lumber and 
millwork business wants work as manager, 
estimator or foreman in yard, in extra good 
health, not afraid of hard work and long 
hours. Know the business. Address Box A-25, 
American Lumberman, Inc. 





Position Wanted 


As lumber buyer for well rated wholesaler. 
Thorough knowledge of grades, manufacture 
and quality, all western species. Experienced 
cargo, truck and rail shipments. Twenty years 
lumber experience, straight commission or sal- 
ary plus. Age 39, married, sober, reliable, 
bondable. Write R. D. Mulka, Box 107, Rock 
Springs, Wyoming. 





SALES REPRESENTATIVES 
AVAILABLE 








ONE MILLION people live within 100 air line 
miles of Bristol. ell rated responsible firm 
is interested in warehousing, yarding and 
distributing building materials to retail dealers 
in this area on a consignment basis. P. O. 
Box 581, Bristol, Tenn. 





SALES REPRESENTATIVES 
WANTED 





FOR SALE OR LEASE 
Woman wants to get out of the lumber busi- 
ness. Modern refrigerated retail lumber yard 
or building specialty store in wondertul loca- 
tion. uma-Mesa Lumber Company, 3003 
Fourth Ave., Yuma, Arizona. 





FOR SALE: Several retail lumber yards in ex- 
panding area. Continuing growth is assured. 
Can be sold singly or as a group; with or 
without real estate. Inquiry invited. Details 
furnished when interest and ability are estab- 
lished. Address Box Z-43 American Lumber- 
man, Inc. 





LUMBER YARD FOR LEASE 


FOR LEASE, ERIE, PA. Modern lumber yard 
& equip., without inventory, available now. 
Open and closed lumber sheds, 532 Ft. private 
RR siding direct unloading from cars. 15,0 
sq. ft. ground area bldgs. incl. 13,000 sq. ft. 
completely closed. Separate office Bldg. 
Approx. 41/2 acres. Corner location, easy truck 
access, within city limits, between U. §&. 
Routes 5 and 20. Prendergast Co., Cleveland 
5. Ohio. 





For Sale or Lease 
Good enclosed lumber yard buildings. Have 
closed out most of stock, ~- to death of 
rtner. Good opportunity for someone. 
owe Lumber ce. Box bo, Muncie, Ind. 





RAILS — FOR SALE 








BATHROOM MEDICINE CABINET MFG. 
Expanding Sales Force 


Long-established, well rated, nationally known 
exclusive manufacturer of the Glide-O-Mir and 
Swing-O-Mir Bathroom dici binet: 
chrome accessories, vanitories, and pin up 
lites. Wants aggressive. and intelligent man to 
call on Building, Plumbing, Hardware, Elec- 
trical and Lumber Supply Wholesalers. Choice 
territories now available. Compensation: Sal- 
ary, Commission, Bonus and Expenses. 

Write giving full details to: 


J. EPSTEIN, Sales Manager 
c/o GENERAL BATHROOM PROD. CORP. 
1809 W. THOMAS S 


T. 
CHICAGO 22, ILLINOIS 








USED MACHINERY FOR SALE 








One used 6 ft. Prescott Resaw. 
E llient Conditi 





THIEM PRODUCTS, INC. 


9800 W. Rogers Street 
Milwaukee 19, Wisconsin 





BUSINESSES FOR SALE 











For Sale 


Lumber and Hardware Yard in prosperous Oil 
& Ranching community. Real Estate and_in- 
ventory gg orang | $20,000.00. North Cen- 
tral Texas. Address Box Z-42 American Lum- 
berman, Inc. 


New and reconditioned relaying rails, all 
weights, for dry kilns and other purposes. 
MIDWEST STEEL CORPORATION 
518 Dryden St., Charleston, W. Va. 





LUMBER & DIMENSION 
FOR SALE 











2 cars 6/4 x RW&L #2 C&Btr. North Carolina 
White Pine 

2 cars 8/4 x RW&L #2 C&Btr. North Carolina 
White Pine 

1 car 5/4 x RW&L #2-B Common Appalachian 
Poplar 

Can surface and resaw. 


Corinth Hardwood Co.., Bristol, Tenn. 





MISCELLANEOUS FOR SALE 








CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 


Minneapolis. Minn 





INTRODUCTORY OFFER 
FREE—Latest complete catalog—FREE. Get ac- 
quainted special low prices on full line plumb- 
ing, heating, hardware, specialties. 

SEABOARD PLUMBING SPECIALTY CORP. 
1007 Atlantic Ave. Dept. Al—Brooklyn, N. Y. 
SALESMEN WANTED ALL TERRITORIES 
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NEW EQUIPMENT 


(begins on page 62) 





tractors now develops 44 drawbar hp, 
a boost of 10% from former models. 
Offering nine tractor models of special 
utility and all-purpose four-wheel de- 
sign, Ford has reengineered and re- 
styled its entire line. The newest ad- 


NEW 


Story of Roofs 


The evolution of roof coverings from 
prehistoric days to the present is told 
in a new 13% minute, 16 mm sound 
and color film. Both entertaining and 
educational, the film, “This Above 
All,” was produced at Goldwyn Studios 
in Hollywood for the Insulation Board 
Institute. Much of it is in animation. 
The film will be made available on loan 
(at no charge) for groups of 12 or 
more, by writing to the Insulation 
Board Institute, Dept. AL, 111 W. 
Washington St., Chicago 2, III. 
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ec 


dition is this Model 841 Powermaster, 
equipped with optional power steering 
and auxiliary over-under transmission 
for 12 forward and three reverse 
speeds. Tractor and Implement Div., 
Ford Motor Co., Dept. AL, Birming- 
ham, Mich. 
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More Dealers Than Ever 
are Now Reading 
AMERICAN LUMBERMAN 








Arrow’s CEILTIL 


New Poster for Flintkote 


A new poster for Flintkote features 
its new No. 45 Thatched White Tile 
and recommends Arrow Fastener’s new 
Ceiltile Staple for the installation of 
Flintkote tiles. The display, in bright 
red and black, measures 15%” x 17” 
and has been uniquely die-cut to simu- 
late a ceiling tile installation. It is 
suitable for window, counter or wall 

(continued on next page) 








COLORS 
TO MATCH 
EVERY MANU- 
FACTURER’S 
ASBESTOS SIDING 


MADE OF 
ALUMINUM 


USE 
OKOMO 


ORNERS 


for ASBESTOS SIDING 

LAP OR BEVEL SIDING 
WOOD SHINGLE SHAKES 
PLYWOOD OR HARDBOARD 


BUGHER MFG. CO. 


301 E. Lincoln Road, Kokomo, Ind. 








Send for Full De- 
talis, Samples and 
Prices 
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+. 
STANDARD MOULDING wee i 


| 

| 

i 

1 

! 

| Makes it easy to select and order by number the 
| patterns you want for any use. Shows over 250 
I mouldings in actual size perspective, with full de- 
l tail of outline, and description of dimensions, 
| price and use. 

I AMERICAN LUMBERMAN, INC. 

| 139 NO. CLARK ST., CHICAGO 2, ILL. 

! Enclosed is my check in the amount of $1.00 for 
the above book. 

! 

! 

| 


Name 
Address 
City, State 


ee 
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PORTABLE-HEAVY DUTY 
ELECTRIC HAND SAW 


Lesto 
es? 


SAWS LIKE A DREAM 


PRECISE AS A 
SWISS WATCH 


FINEST BALANCE 
LEAST VIBRATION 


{ 8 BALL AND ROLLER BEARINGS for all moving parts 


Turn it on, guide it... a Lesto saw will do the rest. Operat- 
ing at a rate of 2300 strokes a minute, LESTO cuts finer 
than sandpaper-smooth, reaches hard-to-get-at-places. 
VERSATILE! RUGGED! POWERFUL! 

The LESTO Saw has many talents. With its 20 different 
blades, it cuts hardwood, softwood, plywood, formica, 
pressboard, plastic, metal, abrasives. It’s a rip, cross-cut, 
coping, keyhole, band, scroll and jig saw—7 saws in 1! 
LESTO has a PLANETARY GEAR-—the best known mecha- 
nism to convert the rotary motion of the motor to the 


reciprocating motion of the blade. 
Service and Parts Available Nationally-SAWS ¢ DRILLS ¢ SHEARS ¢ NIBBLERS 
See Your Jobber or Write Direct. 


VICTOR J. KRIEG, Inc. 


PRECISION. MADE POWER TOOLS FOR UNSURPASSED PERFORMANCE 


61t BROADWAY, NEW YORK 12, NEW YORK 
’ 
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to each display carton, and big 90’ rolls 
SALES AIDS are individually packed in flat boxes 
that become single-unit displays. Both 
new displays are designed to capitalize 
on the extra sales that can be made to 
; . a the big do-it-yourself market. Dicks- 
display. Also featured is Arrow’s T-50 Astenthenlatios, Inc., Dept. AL, 
Gun Tacker, the only tacker with Dayton, Ohio. 
which Ceiltile staples can be installed. "Circle N 233 on C 66 
The Flintkote Co., Dept, AL, 30 Rock- ee ee 
efeller Plaza, New York 20, N. Y. : 
Circle No. 232 on Coupon, page % Do-It-Yourself Displays 
Complete plans for six basic dis- cart, (5) easel-type card holder and 
. plays, made with Do-It-Yourself Alu- (6) display card holder. Also included 
DAP Rope Caulk in Cartons minum, are included in a_ portfolio, are artist’s sketches of other display 
Handy DAP Rope Caulk is now which may be obtained from Reynolds pieces, which can be made easily from 
packaged in new self-serve display Metals Co. The six display pieces for Do-It-Yourself Aluminum. Reynolds 
cartons for use at busy traffic points which plans are being offered are (1) Metals Co., Dept. AL, 2500 South Third 
in dealer stores. Convenient 18’ rolls a display island, (2) peg board, (3) St., Louisville, Ky. 
are packed in individual boxes, 8 boxes roll-off type display rack, (4) push-out Circle No. 234 on Coupon, page 66 


(begins on page 65) 











PONDEROSA PINE—SUGAR PINE 
Trade Mark WHITE FIR 
DOUGLAS FIR INCENSE CEDAR 
Annual Production 60 Million 


High Altitude, Soft Textured Growth 


Modern Moore Design Dry Kilns 


wy 


d B ml - Manufacturer and Distributor 


eae PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA ANDERSON, CALIFORNIA 
Sales Office at Susanville, California 
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keep informed on “WHAT’S NEW!” 


$ 9 1t 13 15 16 17 19 20 


4 

FOR INFORMATION ON 24 22 23 24 25 27 29 30 «31 33 35 36 37 39 40 

41 42 43 44 45 47 49 sO 51 53 55 56 57 59 60 
64 80 
84 


Yo laitiete i Peete lta i 61 62 63 6s 67 69 1 73 75°76 «77 79 


81 82 83 85 87 89 90 91 93 9S 96 97 99 100 
Circle the numbers at the right which appear 101 102 103 104 105 106 107 108 109 110 411 112 113 114 115 116 117 118 119 120 
ae advertisements on which you 421 122 123 124 125 126 127 128 129 130 131 132 133 134 135 136 137 138 139 140 

141 142 143 144 145 146 147 148 149 150 151 152 153 154 155 156 157 158 159 160 

161 162 163 164 165 166 167 168 169 170 171 172 173 174 175 176 177 178 179 180 

181 182 183 184 185 186 187 188 189 190 191 192 193 194 195 196 197 198 199 200 
FOR tNFORMATION ON 


“What's New” Items 201 202 203 204 205 206 207 208 209 210 211 212 213 214 215 216 217 218 219 220 
; Re «221 222 223 224 225 226 227 228 229 230 231 232 233 234 235 236 237 238 239 240 

Circle the code number at the right which 
secsapets Ma abes listed of the end 241 242 243 244 245 246 247 248 249-250 251 252 253 254 255 256 257 258 259 260 
of that particular “WHAT'S NEW” item. 261 262 263 264 265 266 267 268 269 270 271 272 273 274 275 276 277 278 279 280 


November 25, 1957 281 282 283 284 285 286 287 288 289 290 291 292 293 294 295 296 297 298 299 300 


Wome Position 


(Pleese Print) 
Compeny Street 








City. 





Mail to American Lumberman & Building Products Merchandiser; 139 N. Clark St., Chicago 2, SI. 
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Alberta Forest Products Assn, ... 
American District Telegraph Co. 
American Steel & Wire Div., 

U. S. Steel Corp. ; 


Bilco Co., The .... 
Bolta Products Div., 
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NEWS 


(begins on page 8) 





NAILABLE STEEL STUDS FOR HOLLOW 
WALL PLASTERING — Light gauge zinc- 


coated Donn D-S steel studs are positioned 


in floor and ceiling track and the track is | 
crimped into the steel nailing channel of | 
the stud with a chisel. Maker says the stud | 


cannot move in position. Metal or gypsum 
lath is nailed directly to stud, using |" 
annular nails, eliminating clips and time. 
Utilities such as piping and wiring are con- 
cealed in partition wall as shown in picture 
above. Studs come in 2!/2"", 31/44" and 35" 
widths, cut to any 6"" module, according to 
manufacturer, Donn Products, Inc. 





Obituaries 





James E. Hurley 


Jame E Hurley, for many years a 


prominent figure in Arkansas lumber | 


circles, died Oct. 12 at Warren, Ark. 
From 1940 to 1949 he operated The 
Hurley Lumber Co., following many 
years with the Southern Lumber Co. 
where he began working in a store. 


Alvin Johnson 


Alvin Johnson, operator of Johnson | 


Lumber Sales, Green Bay, Wis., whole- 
sale and commission lumber firm, died 
of a heart attack Sept 29. His business 
has been purchased by Lyle F. Charles 
of Charles Lumber Sales, Shawano, 
Wis., who will continue it along the 
same lines followed by Johnson. 


Archie Birmingham 

Archie Birmingham, New England 
representative for John H. Graham & 
Co., Inc., New York, N. Y., died re- 
cently. Mr. Birmingham had been with 


the firm since Feb., 1910, when he | 


began his career as an office boy. 


Hiram Wilson 

Hiram Wilson, special industrial 
representative for John H. Graham & 
Co., Inc., New York, N. Y., passed 


away suddenly. Mr. Wilson has been | 
associated with the firm since Dec., | 


1916. He was originally assigned to 
the Pennsylvania territory. 


HARBORS 





TWIN 


LUMBER COMPANY 
INCORPORATED 1921 
ABERDEEN, WASHINGTON 





Manufacturers and Distributors of 


WEST COAST WOODS 


Douglas Fir, Hemlock, Cedeor, 
Pine, White Spruce 


AND SHINGLES 


Each office of Twin Harbors 
is geared to provide fast, 
experienced and complete 
information regarding place- 
ment of your order. 





BRANCH OFFICES 


CALIFORNIA 
Arcata 
Menlo Perk 
Los Angeles 


OREGON 
Portland 


NEW YORK 
New York City 


MASSACHUSETTS 
edford 


* 
VANCOUVER, B. C. 








/ 
/ 


| 
l 
\ 
\ 





a 
“MAIL THIS “\ 
ZCOUPON TODAY! 


TWIN HARBORS LUMBER COMPANY \ 
ABERDEEN, WASHINGTON 


i'd like proof of your quality and serv- 
ice. Send name, address of my nearest 
Twin Harbors wholesaler or salesman. 
FIRM 

ADDRESS 


\ CITY, STATE 
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Congress put a big tax on liquor and then they raised all the 
other taxes to drive people to drink. 


ry ee 


IVaitress: “Lady, your husband just slid under the table.” 


Lady: “That wasn’t my husband. That’s he coming in the door.” 
* * * 


Wolf motto: If at first you don’t succeed, try a different girl 


* * *x 


Sure there are splinters in the ladder of success, but you'll never 
notice them unless you're sliding down. 


* * * 


\ nickel goes a long way these days. You can carry one for 
quite a time before you find anything it will buy. 


‘es * 


Plywood sheathing has become a cardinal commodity of all 
building supply houses. But cardinal quality sheathing remains the 
exclusive item of specific buyers. Are you one? 

MAUK sheathing comes from the finest mills, meets the high- 
est specification standards. This is the plus quality sheathing de- 
signed to deliver contented customers to your door, daily and for 
years. Ask for information from the MAUK Lumber Co., of 


course. 
e & S 


Simple Celia says she has a desire for the finer things. She 
wants candlelight and wine. She gets beer and a flashlight. 


* * * 


Then there was the doctor who was stumped by the case at 
hand. Finally he told the young lady patient, “You've either got a 
cold or you're pregnant.” 

“T must be pregnant,” decided the patient. “I don’t know any- 
body who could’ve given me a cold.” 


* * co 
Do You Know What Dep't. : 
Do you know what a neurotic is? A man with both feet planted 
firmly in mid-air. 
Do you know what a psychiatrist is? A mental peeping Tom. 
Do you know what a well adjusted lumber retailer is? A 
MAUK customer, of course 


MAUK Seattle Lumber Co. 


Seattle 5, Washington 


* * & 

The CG. A. MAUK Lumber Co. 
Toledo 8, Ohio 
Circle No. 35 on Coupon, page 66 





NEW PRODUCTS 


(begins on page 56) 





Sun Seals Shingles Hurricane-Safe 

A self-sealing asphalt shingle, which hugs the roof in 
the strongest wind with the aid of a special adhesive acti- 
vated by the sun’s heat, is announced. The new Storm King 
self-sealing shingle has 1” wide bands of special asphalt 
adhesive across its face, approximately 142” above the cut- 
outs. The adhesive band is so placed to provide maximum 
grip over the widest area. Storm King shingles are avail- 
able in deep tones, pastels and blends. Barrett Div., Allied 
Chemical & Dye Corp., Dept. AL, 40 Rector St., New 


York 6, N. Y. 
Circle No. 235 on Coupon, page 66 


Thermador Adds Budget Oven 
A new Bilt-in 18” oven with outstanding features at 
lower cost is now offered by Thermador. The new Royal 18” 
standard oven is specifically designed to fit standard 24” 
cabinets. Overall dimensions: 23%” wide x 28-15/16” high. 
Available in lifetime stainless steel and new exciting dec- 
orator colors. Optional easy-view window with special heat 
resistant glass. Pushbutton “peep” switch lets you see 
what’s cooking. Thermador Electrical Mfg. Co., Dept. AL, 
5119 District Blvd., Los Angeles 22, Calif. 
Circle No. 236 on Coupon, page 66 


DuPont Offers Wood Stains 
A new line of stains offering a limitless range of colors 
to suit the modern trend in interior wood finishing is being 
introduced by DuPont under the Satin Sheen label. Blonde, 
fruitwood, driftwood and platinum have been developed to 
supplement traditional stains. By utilizing DuPont Custom 
Color colorants with platinum, countless hues in green, red, 
blue and yellow can be produced, it is said. E. I. duPont de 
Nemours & Co., Dept. AL, Wilmington, Dela. 
Circle No. 237 on Coupon, page 66 


1020 Hinge Series 

Washington Steel Products announces that its 1020 Inset 
Hinge for lipped doors is now available in a series for use 
on 3” to %” doors. The smartly styled inset hinges fea- 
ture embossed, highly polished cabinet leaf, combining 
beauty and style. All models of the series are of heavy 
steel construction and allow full 180° door swing. The new 
series, Nos. 1020-1024, is available in US26 polished 
chromium, US3 polished brass, US10 satin bronze and CU 
polished copper. Washington Steel Products, Inc., Dept. AL, 
1940 E. 11th St., Tacoma 2, Wash. 

Circle No. 238 on Coupon, page 66 








What's Your Answer? 
(Questions on page 59) 

They can make their purchases in a matter of 
a few minutes. Time is important to the con- 
tractor, who has men on a job waiting for him. 
See article, page 48. 
(1) The doors are slammed, (2) banged with 
heavy weights and (3) kept in steam cabinets 
for long periods of time. See ad, page 4 
(1) Land development by the dealer for home 
sites and (2) getting into fabrication of com- 
ponents. See article, page 31. 
This yard appliance of the future is available 
on a selected basis to dealers for local show- 
ings. See ad, pages 10-11. 
“What is your favorite color?” 
page 34. 
He’s an expert planing machine operator. See 
ad, page 39. 
(1) Some dealers are operating an insulating 
contracting business as a separate division; (2) 
others are underwriting independent insula- 
tion contractors using their materials. See 
item, page 53. 
A 6,000-pound capacity Hyster 60 on pneu- 
matic tires. See ad, page 61. 
Cash-and-carry customers wanted all the serv- 
ices of the conventional yard. See article, page 
28. 
(1) Strongbord, (2) Fibretex Acoustical Pan- 
els and (3), Insulating Roofdeck. See ad, 
pages 24-25. 


See article, 
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HARDWARE 
CREATIONS 


S$ 


Meeting with enthusiastic approval everywhere! 


Two ornamental hinge numbers, the 461R for offset doors and the 
461S, designed to serve flush type doors, have been added to our 
extensive line of cabinet hinges. Can be furnished in any desired finish. 


Illustrated below are the new No. 451 Ball-Tip Half Surface Hinge and 
the No. 453 Button-Tip Half Surface Hinge. These hinges are made 
especially for hollow core door construction. Screw holes on the leaf 
are so placed to adequately serve a door where the stile is as narrow 
as 1% inch. 





The No. 21 Automatic Gate Latch is destined to be one of the most 
popular newcomers to the line. Adaptable also for swinging barn 
doors, cellar doors or live stock coops. Finished in either dead black 
or zinc. Attractive working model available to stimulate sales. 
No. 461S 
* 
Ornamental * * Ornamental 


; * te ; 
Hinge Hinge 
; Vea * 
* * 
* * 


* 


No. 451 Half Surface Hinge No. 21 Automatic Gate Latch No. 453 Half Surface Hinge 


MANUFACTURING COMPANY : Sterling, Illinois 


As, 
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TO FORMIca PR 


Famous Formica laminated plastic finds its way 


into American homes from many different directions. 


Because no brand name in the entire building field 
is more favorably known and wanted, dealers and 
contractors are finding worthwhile profits in the 
sales of this versatile material in a form that 


best fits their specific operation. 


1. If you stock and sell sheets, you will find good 
distributor stocks nearby allow you to offer the 
entire color line to professionals and 
do-it-yourselfers alike with good turnover 


and low inventory investment. 


2. If you have a wood working shop in operation, 
you'll find a ready market for fabricated tops 


for kitchens and Vanitory« units. 


ORMICaA’® 


—7 lLominated Plastic 
<o veo 
O- ~> 
* Guaranteed by % 
Good Housekeeping 
* wy 
45 aovee wit 
ec 
—CYANAMID 
ie a 


3. New Formica adhesives of the contact bond type 
have permitted crews to apply Formica to walls 


both in new and remodeled houses. 


4. Many packaged kitchen dealers are selling Formica 
custom top service and contracting with an 


established fabricator to produce them. 


If you are not selling Formica through one or 
more of these ways, you are missing profit 


opportunities that can be yours for the taking. 


There is a Formica representative near you who 
can give you complete information. If you'll 
indicate your interest by sending the coupon, 
we'll have him call you and send a free copy of a 


brochure titled ‘“How to Make Money with Formica.” 


Formica Corporation, Subsidiary of —<€¥ANANIID_— 
4630-7 Spring Grove Avenue, Cincinnati 32, Ohio 

I’m interested in talking to a Formica representative and 

in your free brochure ‘““How to Make Money with Formica.” 
Company Name 

Address 

City State 


Individual 
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